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THE BIRMINGHAM 
NEWS 


Publishes a detailed sworn state- 
ment of circulation sbowing: 


Over 13,000 copies daily 


This is more than the combined 
circulation of the other dailies in 
its city, and is the largest in its 


section. 
In the community which it ef- 
fectively reaches there are 


44,300 Wage Earners 


WHO RECEIVE 


$2,425,000 in Monthly Pay Rolls 


This is one reason why the 
‘Birmingham News is profit- 
able to advertisers. 


Can we do business with you ? 





J. E. VAN DOREN SPECIAL AGENCY, 
1103-1106 Boyce Building 407-410 Temple Court, 
Chicago. New York. 
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A JOURNAL FOR ADVERTISERS. 


ENTERED AS SeConD-CLASS MATTER AT THE NEW YORK, N. Y., 


NEW YORK, 


VoL. XL. 


ADVERTISING VALUE 
OF CONVENTIONS. 


THE 


Once upon a time Detroit was 
called “The City of the Straits.” 
Nowadays it is more widely known 
as “The Convention City’—and 
thereby, hangs an advertising t tale. 

Back in the “nineties” the city 
awoke from a profound slumber. 
After years of horse cars it came 
into an extensive system of urban 
trolley lines, while plans were 
made for hundreds of miles of sub- 
urban and rural electric roads that 
now make it accessible from towns 
within a radius of fifty or seventy- 
five miles, and which will ultimate- 
y link it with Toledo, Cleveland, 
Chicago, Buffalo, Cincinnati and 
other centers. Cedar blocks came 
up, and asphalt went down. Parks 
were improved, a new postoffice 
vas completed, banks moved into 
ftately homes, sky-scrapers were 
erected in the business district, 
and Detroit suddenly became aware 
that she was beautiful. As a mat- 
ter of fact, she had always en- 
joyed some reputation for beauty, 
ast it came rather from her clean 
river, island park and miles of 
Shady streets lined with comfort- 
able homes. The new improve- 
ments were as the polishing of a 
ewel, and Detroit grew so comely 
hat a little group of her business 
men got together and made ar- 
fangements to set her up as a pro- 
fessional beauty. Detroit made— 
and still makes—shoes, paints, cars, 
drugs, stoves and many other com- 
Modities of surpassing worth. To 
attract visitors was to make her 
products known. Conventions of 
feligious, fraternal, commercial and 
hibor organizations are compact 
bodies of visitors who can do two 
hings for a city. First, they are 
omposed of intelligent men and 
yomen, who will go home and tell 

yhat they have seen. Detroit had 
eauties and advantages that would 
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insure favorable reports. Second, 
they pay their way, bringing money 
to railroads, hotels, street cars and 
shops directly, and to manufactur- 
ers indirectly. After these two 
leading considerations there is al- 
ways the chance of attracting new 
enterprises or citizens or buyers of 
real estate. 

Hotel, steamboat, street car, rail- 
road and business men subscribed 
money liberally to set this plan 
agoing, and during two summers 
conventions were entertained roy- 
ally. Halls were free, and trips 
on the river, sometimes, and there 
were also illuminations and other 
things gra tifying to the eye. Vis- 
itors came, just as had been hoped, 
and went home and told, and the 
fame of the city began to be known 
in the land. Conventions soon 
came as a matter of course, for 
the city offered them substantial 
financial inducements. But _pres- 
ently the subscription plan of rais- 
ing money began to show signs of 
fraying at the edges. Business 
men were canvassed as often as 
twice or three times a week, and 
the candle grew too costly for the 
game. Whether anyone took to 
dark alleys upon the approach of 
canvassers does not appear, but at 
the close of the third summer the 
organization found itself $4,000 in 
arrears. Then a new association 
was formed—the Detroit Chamber 
of Commerce and Convention 
League—and a clear-headed young 
man named J. F. Walsh was made 
secretary. Mr. Walsh not only 
does things, but has reasons for 
doing them, and his experience of 
five years in this new sort of ad- 
vertising has fitted him to tell the 
Little Schoolmaster an interesting 
story. 

“The League to-day has a mem- 
bership of 250 business men,” he 
said recently. “The majority of 
these men are manufacturers. It 
has committees on transportation, 
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entertainment, finance, legislation 
and new industries, whose func- 
tions are revealed in their naines. It 
has an annualappropriation of about 
$5,000 with which we maintain 
this office, keep track of every con- 
vention and meeting in the United 
States, great or small, issue invi- 
tations and make efforts to bring 
them to Detroit. It has put its 
affairs upon a practical basis. Un- 
der the old plan the conventions 
really cost more than they were 
worth—or more than any city can 
afford to pay for them. This is a 
mistake made by every city that 
enters upon the work of securing 
conventions. Costly entertainment 
is offered, money is subscribed lib- 
erally, and a boom is inaugurated. 
After two or three summers the 
expense becomes burdensome, there 
is a reaction, and the promoters 
lapse into indifference. 

“T believe that Detroit is the only 
city that has passed safely through 
this stage of the game and devel- 
oped a more practicable. enduring 
scheme. We saw the folly of over- 
doing the entertainment, and went 
to work to put our affairs upon 
an economical, business basis. We 
depend largely upon invitations. 
There is always considerable com- 
petition between cities for conven- 
tions, especially the large ones— 
G. A. R. Encampment, Epworth 
League, Christain Endeavor, Uni- 
formed Rank Knights of Pythias, 
Knight Templars and others. One 
of the most desirable is the an- 
nual meeting of the National Edu- 
cational Association, which brings 
a body of highly intelligent people 
to the city that secures it. Cleve- 
land has lately become a competi- 
tor. Buffalo was very active in se- 
curing meetings for the Pan-Amer- 
ican Exposition, and spent above 
$10,000. Richmond, Virginia, is 
going in heavily, and San Francis- 
co is offering great inducements. 
When we find another city offering 
$30,000 or $40,000 for entertain- 
ment we let them have the meeting, 
knowing that a convention will 
meet in the same city only once 
in ten years, and that we will 
eventually secure it on our own 
terms. Therefore we do not offer 
expensivé entertainment. Some- 
times we furnish a free hail, or 
entertainment for prominent speak- 


ers or defray other minor expenses, 
raising funds for these purposes 
among the steamboat, hotel and 
railroad men. We also secure rail- 
road and hotel rates, and the local 
bodies of large organizations such 
as the Epworth League help us 
financially and in entertaining. We 
rely chiefly upon the reputation of 
our city and upon its many advan- 
tages in the way of cheap excur- 
sions and interesting sights. In 
this respect we have the one basis 
of effective advertising—good 
goods. Detroit is clean, lacks the 
Coney Island type of entertain- 
ment, has abundant hotel facilities, 
many fine factories that are‘open to 
the general public, long trolley 
rides and river trips, beautiful 
park and hospitable citizens. The 
greenest greenhorn who ever came 
out of the backwoods is perfectly 
safe here, and can get more for 
his money than in any other town 
in the country. He can ride ail 
day upon the river for ten cents, 
take a two hundred mile boat ride 
for fifty cents, go to the flats and 
eat a fish supper for a dollar, in- 
cluding boat fare. Our hotel men 
have never raised prices nor tried 
to take advantage of a press of 
visitors, nor is the spirit of extor- 
tion evident anywhere. We go up- 
on the knowledge that each visitor 
will eventually come back, and that 
honesty and fair treatment are the 
most profitable in the long run. 
“As a rule, when a city goes in 
for conventions its promoters pub- 
lish an expensive souvenir book 
and mail it around to officers of the 
big organizations. Plates, printing 
and postage often run into fabu- 
lous figures. We have learned the 
folly of that, too, and now publish 
a monthly four-page paper called 
the Detroit Business Review. Its 
average circulation is 12,000 copies. 
It is published in winter as well as 
summer, for we keep hammering 
away when every competitor is 
silent. We mail it to members of 
organizations as well asofficers, and 
when a man is once on our lists 
he hears of Detroit once a month 
as long as he lives. We can con- 
centrate an extra edition in a cer- 
tain quarter, and the expense is far 
less than for a book, to say nothing 
of persistent hammering and larger 
scope. When local delegates are 
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Successful adver- 
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advertised in 


THE SUN 


That is why you 
should be among 
the number—suc- 
cessful men seek 


each others’ com- 
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Address 
THE SUN, NEW YORK. 
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going to a convention elsewhere we 
provide them with bundles of this 
publication, and they are glad to 
distribute them. If I had a million 
dollars I would use advertising 
space in dailies throughout the 
country, more particularly in the 
South and Southwest. People 
down there come North for the 
summer, and can be drawn to De- 
troit more easily than Eastern peo- 
ple. I like the idea of daily news- 
paper advertising, but we cannot 
afford it at present. 

“As for results, we know that 
the tourist business of Detroit has 
tripled in the past three years. The 
railroads now advertise the city as 
a summer resort. Not long ago 
the local agent of the Wabash sent 
one of ti—t road's booklets to a 
Detroiter Who wanted to go away 
for the sammer. The first four- 
teen pages of the Wabash’s 1902 
resort booklet is devoted to our 
city. When the agent went after 
the business he found that the pros- 
pective tourist had decided to stay 
home, for the booklet had convinc- 
ed him that his own city was as 
good a resort as any described in 
the prospectus. Many Southerners 
come here during the hot season, 
and have built summer homes 
along our lakes and river. Real 
estate men say that the influence 
of the conventions is constantly 
evident in their transactions. Fac- 
tories locate here. The Boyer 
Pneumatic Tool Co., a fine plant 
just removed from St. Louis, was 
brought here because Mr. W. F. 
Duntley, the vice president of the 
concern, attended aconvention with 
his wife and was impressed with 
Detroit’s beauty and advantages. 


There are others that can be traced, 


as directly, and many others of 
which we have no direct know- 
ledge. Hotels and transportation 
companies are directly benefited, 
and our facilities have grown amaz- 
ingly in these lines. I attribute 
much of our success to the fair 
treatment which they give all visi- 
tors. Extortion is a common prac- 
tice in other cities, and makes ene- 
mies very quickly. To pay $50,000 
for visitors and then turn them into 
enemies by extortion is short-sight- 
ed policy, but it iscommon. Large 
conventions always. get rates. 
Smaller ones, such as the National 


Association of Newspaper Circula- 
tion Managers now in session at 
the Cadillac, are more profitable to 
hotels. Retail merchants do not 
trace results so directly, but are 
nevertheless liberal in bearing ex- 
pense. Manufacturers are unani- 
mous in the opinion that visitors 
develop into customers, either re- 
tail or wholesale, and that the ad- 
vertising value of the meetings can 
hardly be over estimated. 

“Last year we spent $6,000 for 
invitations and other expenses, ex- 
clusive of the various entertain- 
ment funds that were raised. We 
had 125 State and national conven- 
tions, and the average amount sub- 
scribed for each was $1,000, so the 
grand aggregate cost was consider- 
ably less than an ambitious compet- 
itor will sometimes offer for two 
or three large meetings. This year 
we will have eighty-four meetings, 
all secured by the League. Each 
will have an average attendance of 
500, and will remain in the city 
five days. This will practically 
double our population for one day 
upon the entire summer. Approx- 
imately, a million and a quarter of 
dollars will be spent. Railroads 
and lake boats will get $80,000, 
street cars $20,000, hotels, restaur- 
ants and refreshment places $700,- 
000, ‘retail stores $50,000, wholesale 
houses $100,000, excursion boats 
$10,000, theaters $10,000, special en- 
tertainments $40,000, real estate 
men $25,000, halls $2,000, photog- 
raphers, telephone, telegraph, phy- 
sicians, druggists and advertising 
in fraternal publications $85,000. 
There will also be several thousand 
tourists who will stay two or more 
days, spending about $50,000. This 
inimense sum means much to our 
city, and is direct return, every 
dollar of it. Over and above come 
indirect returns which are simply 


inconceivable.’ 
<> 


PARTIALLY TRUE, 


No successful proprietary remedy was 
started on its road to success with the 
unlimited financial support that the 
novice of the present day seems to think 
necessary to his success. More failures 
come from bad rather than from small 
beginnings, from lack of originality, 
rather than from lack of merit. Original- 
ity, utility, nerve and some money are 
necessary. Without the first two there 
must be more nerve and more money; 
without the nerve even money will not 
make success.—Batten’s Wedge. 
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WITH ENGLISH ADVERTIS- 
ERS 


By T. Russell. 


Sir Thomas Lipton is a sport all 
round. He believes in advertising, 
and he backs this very sound 
opinion just as boldly as he back- 
ed that more questionable opinion 
of his, that the Shamrock could 
lift your Cup. His company held 
its dividend meeting the other day 
and divided eight per cent on its 
huge capital. The dividend was 
ten per cent last year, and some 
of the shareholders kicked. They 

wanted to even matters up for the 
coming twelvemonth by cutting 
down the advertising account. 
(That’s just like a shareholder !) 

Lipton said that the alternative 
submitted to him by the managers 
had been to either cut down the ad- 
vertising or raise the prices. He 
wasn’t going to do either. He cer- 
tainly did not believe in reducing 
the advertising bill as a remedial 
measure, and to back his view, he 
proposed to bear the cost of the 
next year’s advertising out of his 
own pocket. These bills are said 
to aggregate £40,000 a year, though 
Lipton would not indorse this fig- 
ure when questioned on the sub- 
ject. It is difficult to see why it 
should be thought such a dreadful 
thing for the amount of a man’s 
advertising account to leak out, 
but everyone seems  frightfully 
afraid of its happening. Whatever 
Liptons spend in advertising, a 
concern with a man like Sir 
Thomas Lipton at the head of it 
is not likely to go far wrong. I 
think personally that their advertis- 
ing copy might be improved upon 
if it were put in the hands of a 
strong man, and that man allowed 
a free hand—not compelled to 
please too many people, which is 
always the danger in a concern of 
just this type. The spirit behind 
the business ought to be able to 
carry it through on any advertis- 
ing, almost; but it also ought to 
be able to inspire rather better ad- 
vertising than it does at present. 

Lipton was incidentally accused 
at the meeting of having sold some 
of his shares; the charge came 
from another disgruntled share- 
holder. “Thomas’” smile was a 
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spectacle. “I haven't been selling; 
I’ve been buying,” he said. 
* * * 


The kind of mail order business 
which is done by persuading people 
to undertake the sale of the ad- 
vertiser’s wares (or to purchase 
them for themselves with a “prem- 
ium” of some sort as an induce- 
ment) is of comparatively recent 
introdtiction here, and I should not 
have expected the British public 
to enter with much spirit into the 
game. Neither do I think, after 
observation of a rather extensive 
experiment on these lines that is 
being made by each of three firms, 
that we are likely to welcome with 
open arms the next man who comes 
along. However, we are a strange 
people, and you never know what 
may happen. The goods at pres- 
ent being offered are of the “snide” 
jewelry class—very snide indeed; 
and the premium is generally a 
watch or a surprising-looking clock 
of the black slate mausoleum pat- 
tern. The feature of the scheme, 
however, is this: that correspon- 
dents are asked (and even entreat- 
ed) to send without money for the 
“parcel ’ (consisting of about nine 
pieces of remarkable “jewelry,’ 
which are instantly supplicd on 
trust, without reference, deposit, 
or any guarantee whatever, to all 
comers). The delighted recipient 
is to dispose of these goods at the 
equivalent of about thirty-five 
cents each, and when he has done 
this and sent the money he gets 
the premium. Even if he only 
sells (or purchases) a part of this 
choice outfit, he receives from the 
generous manufacturer some “pres- 
ent,” and (here’s richness!) one 
firm is so eager for attention that 
it offers a piece of what is hope- 
fully described as “gold stamped” 
jewelry to all who will even send 
for and look at the parcel, even if 
it be returned next day. 

* * * 


I am told that the scheme works 
out thus. About half of the peo- 
ple who send for the parcel are 
never heard from again. They 

neither pay for nor return any part 
of the goods. They are a total 
loss. After a certain amount of 
badgering, and what purports to be 
a lawyer’s letter, threatening the 
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ax, the dungeon, and the tomb, 
they are dropped. There is enough 
profit made out of the folk who 
send money for all or part of the 
goods to pay back the advertiser 
for all that he loses, and for the 
advertising. But there is no profit 
left. All the money that is made 
out of the scheme is by renewals, 
or rather by sales made from a 
catalogue which is mailed to all 
the addresses which have furnished 
any part of the money. The per- 
suasive illustrations of this cata- 
logue do the business ; either people 
like flash jewelry at about ten 
prices, or else hope springs eternal 
in the human breast. This is the 
most astonishing: feature of the 
case, for after personal inspection 
of some of these goods I am left 
with a heart full of amazement that 
anyone can ever have been so rash 
as to advertise stuff of that kind. 
* % * 


The methods employed by the 
advertisers to fetch back the money 
from recalcitrants have fallen un- 
der censure, and Mr. Labouchere 
has “gone for” them in Truth 
though one would not have thought 
the dishonest part of the dupes 
worth much sympathy. None of 
the advertisers ever sue or prose- 
cute anyone who does not pay, but 
they threaten proceedings with 
considerable pungency of language, 
and with a good deal of ingenuity. 
According to Truth they frighten- 
ed one girl so much she committed 
suicide. 

The way in which this trade is 
built up is much more interesting 
and important to the philosophic 
advertiser, however, than the indi- 
vidual instances. 
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trust (or appear to trust) the pub- 
lic, and the public will believe in 
you. It would appear that one can 
sell almost anything in reason, if 
willing to send it out to all comers 
with permission to return it if not 
satisfied. The public is so con- 
vinced that this would not be done 
unless the goods were right, that 
it really does not seem to matter 
much whether the goods are act- 
ually right or not. eThis points to 
a way, I fancy, of working up trade 
in some lines which on the ordinary 
plan would seem hopelessly over- 
done, or wholly discredited. I 
have often pointed out to readers 
of. Printers’ INK the extraordinary 
trustworthiness of the public, 
which makes it safe to trust pur- 
chasers of almost anything. Of 
course there will be a perfectly as- 
certainable percentage of loss; it 
will vary with the nature of the 
goods; the coy payers would not 
be so numerous in the case oi per- 
ambulators as they are seen to be 
in the case of sham jewelry. The 
moral once more is, that it is better 
to have honest goods here, as it is 
in any branch of trade; but I fancy 
that you can sell more fake stuff 
on credit than for money first. No 
permanent success in any line that 
I have ever been able to hear of 
has ever been secured by advertis- 
ing bad stuff. 

cap icscalleliagiaes 

WHEN you get so that it takes great 
hig troubles to trouble you and little 
bits of things to make you happy, then 
you are on the right road.—White's 
Sayings. 

WELL-ADVERTISED articles are sure to 
be in large demand. No danger of their 
becoming dust covered or having to 
remain long upon the _ shelves.—Pro- 
gressive Advertiser. 





AN ADVERTISING RECORD FOR APRIL. 


rer rare : 
rer ree 


The Evening Star, Was 


shington, D. 


. 1,218 2-3 46 4-5 
eee 622 1-3 24 
. 1,841 70 4- -5 


C., printed 


the above amount of advertising in twenty-six 

days—a gain of more than 

the same month last year. 
M. LEE STARKE, Manager General Advertising, 


Tribune Building, 
CHICAGO. 


Tribune Building, 
NEw YorK. 


131 columns over 
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QUAKER CITY POINTERS. 


“Lunch from a slot machine!” 
That was the central idea of large 
and attractively displayed adver- 
tisements which appeared in the 
newspapers here during the past 
fortnight, and, last week, Phila- 
delphia inaugurated the first auto- 
matic lunch counter in America. 
If one may judge from the crowds 
that have daily thronged the Horn 
& Hardart Baking Company’s new 
establishment, at 818 Chestnut 
street, the innovation is likely to 
prove a success. Long before the 
opening time a crowd had as- 
sembled, and when the doors were 
tinally opened, there was a mad 
scramble, and those who had no 
nickels were forced to wait their 
turn at the cashier's desk. Around 
the four sides of a large square 
room, opening from a_ rotunda 
fronting on Chestnut street, are 
various slot machines, the entire 
contents of which are inclosed in 
glass. Before dropping a nickel 
in the slot, one can see what he is 
to get, with the exception of the 
liquids. When a cup of coffee, 
cocoa or tea is wanted, the nickel 
is dropped in the slot, a cup placed 
under the spigot, and out comes 
the beverage. Ona shelf close by 
are cream jugs and sugar bowls. 
The drinkables, as can be seen by 
a glance behind the scenes, are 
kept warm by the aid of steam 
pipes. The cold victuals, such as 
sandwiches, pie, cakes and buns, 
are lowered on an automatic ele- 
vator. Each coin dropped in the 
slot brings the receptable down 
with the desired tid-bit. All the 
hungry purchaser has to do is to 
lift it off, and the rest is easy. 

The slot machine is not a compli- 
cated arrangement, and for several 
years it has been operated success- 
fully in Germany. But it is a 
novelty in America, and in the 
meantime, while the novelty lasts, 
the Horn & Hardart people are 
getting excellent advertising free, 
many persons going blocks out 
of their way to see how the “Auto- 
mat Lunch Room” works—and, in- 
cidentally, drop a few nickels in the 
slot. 

+ * + 

Blasius & Sons, 11th and Chest- 

nut streets, have published an at- 





tractive booklet, entitled “How to 
Buy a Piano,” the purpose of which 
is to properly guide prospective 
purchasers of instruments. The 
booklet is neatly printed, illustrat- 
ed with halftone cuts and con- 
tains interesting information on 
sizes, styles of cases, sounding 
boards, tone, etc. This booklet is 
being given out free by Blasius & 
Sons, who call attention to the fact 
in all their advertisements. 
= ~ ” 


Here is the present editorial 
heading of the Philadelphia Rec- 
ord, showing the names of the new 
owners: 


THE RECORD 


Nos. 917 and 919 | 919 Chestnut St. 


WILLIAM M. SINGERLY 
EDITOR AND PUBLISHER FROM 1877 TO 1898. 


Published Every Day in the Year 
BY THE 


Record Publishing Co. 


THEODORE WRIGHT, 
President and Editor-in-Chief. 


HOWARD AUSTII Nv, 1 Managing Editor. 


Directors: 
WILLIAM S. STENGER H. B. CROSS 
JOHN WYETH JAMES KERR 
THEODORE WRIGHT | 


* * * 

The Evening Bulletin has of 
iate been doing some clever ad- 
vertising in exploiting its new daily 
feature “Answers by Experts” and 
its “Want Ad” department, but its 





‘most recent inngvation has made 


a great hit. Eight newsboys, of 
the genuine type, have been paint- 
ed (from the originals) life size 
and in colors, each with a batch of 
Bulletins under his arm or in the 
act of making a sale. The work 
of the artist is so clever, that the 
boys, at first glance, seem actually 
imbued with life and look “real.” 
These paintings, arranged on invis- 
ible easels, which give the onlooker 
the impression that the lads are 
standing on their own legs, have 
been placed in an empty store on 
Chestnut street, and are proving a 
great drawing card. Several mer- 
chants have asked the Bulletin for 
the loan of these paintings to be 
placed in’ their windows, 
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Largest Circulation in New Jersey 
“ Dewark Evening News 


Has Passed the 50,000 Record in Circulation. 
Its field includes the most prosperous section of NEW JERSEY—N=WAKRK, The Oranges, Mont- 
clair, Arlington, Harrison, East Newark, Kearney, Bloomfield, Watsessing, Chatham, Summit, 
Madison, Morristown, Dover, Washington, Belleville, Caldwell, Forest Hill, Nutley, irvington, 
North Newark, Vailsburg and every town in the northern part of-the State. It isa high-class 
two-cent newspaper. 


™ Pewark Sunday News 


is just one year old and is rapidly increasing in circulation at the popuiar price of two cents. 
it is pre-eminently the best two-cent Sunday newspaper in the United States. 











CIRCULATION STATEMENT. 
Detailed statement of the NEWARK EVENING News for the months 
of January, February, March, April and May, 1902. 
49,710 Copies Average INTet. 


DAYS. JANUARY. | FEBRUARY. | MARCH. APRIL. MAY. 




































































1 + * * 48,767) 49,694) 50,214 49,631 
2”. aed Mee pease 50.489 = 50,138 
3 47,730, 49,260) 53,112) 31,668 9,338 
4 47,464, 49,381 52.751 50,503 petit ate 
cl ee | 493438) 50,434 49,85 49,868 
é.. 47,977| 495217) 50,286) |......... 50,174 
7 45,230 49,309, 50,125 0,623 834 
8 47,9 48,699 49,666) 0,250). 49;861 
9.. p<  aencaries, Meta 0,712) 49,782 
10.. 48,15 57,801 0,530) 20-493 49,334 
a2... 47,890 51,049 0,421 4, Ri epeietes 
12. iets 49,015 0,255) 1,018) 500 
13. 48,015| 493435 0,127; oo 0.00 
i... 48,574| 495511] 0,010; 50,259 49:99 

15.. 48,505, 49,150) 49;782) 50,546 49.2 
16.. 43313 cinnei  -ohestemae | 50,522 »705 
17. 48,41: 47.630 0,250) 0,482; 49,114 
18: 48,019; 50,050) 0,007 9152) sec 
eo 49,785 0,07: 49,73 49,85 
20... 48,644, 49,747 EE) crceeseee- | 49.9% 
21 50.326 49, 824| 0,02 50,233; 50.061 
22 48,515, 47,484 49,638 49:882| 493775 
23. 49,649 sical 49,936| 49,614 
ce 48.919 5357) 0,219 49;898| 48,851 
48,752 5215| 50,264 51,059 AD 2 ti 

pestle: 282 0,161 49,674, 49,99 

49,400 :300 5 1 tasted 49,4: 

45,935) 49,680, 49,697 50.339) 49. 

1848 | 40885 389s] 18888 
48,733 50,050 49,293 
.|1,261,265) 1,195,386) 1,307,555 1,309,148|1,339,258 
Net Monthly Ave.1902/ 48,510) 49,808) 50,290 50,352) 49,602 





Net Monthly Ave., 1901} 45,728) 46,079) 46,318 46,232) 46,161 
Gain Over 1901..| 2,782} 3,729] 3,972 4,120) 3,441 


Actuai net circulation during January, February, March, April and May, 1902,6,412.612. 

Daily average, 49,710 net. ** * New Year’s. lath. 

t#@ Samples, waste, unsold and returnable copies not included in this statement, which is the 
actual net circulation. 

Total run during January, February, March, April and May, 1902, 6,783,393. 

Daily average, 52,584. 

State of New Jersey, County of Essex, ss: WILLIAM P. HENRY, being duly sworn, deposes . 
and says that he is the Business Manager of the NEWARK EVENING NEWS = | that the above 
given statement of the actual net circulation of the NEWARK EVENING NEWS during the 
months of January, February. March, April and May, ending May 3ist, ae a 


. P. HENRY. 
{L. 8.] Subscribed and sworn to before me this Second Day of June, A. D. 1902. 
CHAS. F. DODD, Notary Public. 


M. LEE STARKE, Manager Ceneral Advertising, 
TRIBUNE BUILDING, NEW YORK. TRIBUNE BUILDING, CHICAGO, ILL. 
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LARGEST CIRCULATIONS. 


America has fifteen cities having 
populations in excess of a quarter 
of a million. These cities are 
named below, together with the 
population figures accorded by the 
census of 1900, and beneath the 
name of each city is a complete 

catalogue of the daily papers pub- 
lished therein that furnish the 
American Newspaper Directory 
with a definite circulation state- 
ment, signed and dated, together 
with the circulation shown. 

New York City. Pop.: 3,437,202. 

Evening Telegram; daily. Actual average 
for 1901, 145,059. 

Times ; daily. May 6, 1go1, publisher as- 
serts, there has been no issue of the New York 
Daily Times, for one year preceding this day, 
that has failed to exceed 75,000 copies. 

Jewish we 4 News; daily. Actual average 
for 1901, 39,35 

Wall Sreet ‘Journal ; daily. Actual aver- 
age for 1901, 6,213. 

Chicago, Ill. Pop.: 1,698,575. 

News; daily. Actual average for 1901, 
copies sold, 288,156. 

Record-Herald ; daily. Actual average for 
a year ending with September, 1901, 154,120. 

Abend Post; daily. Actual average fora 
year ending with September, 1901, 41,063. 
Philadelphia, Pa. Pop.: 1,293,697. 

Record ; daily. Actual average for 1go1, 
185,495. 

Inquirer ; a. 
copies sold, 

Evening Bulletin ; daily. 
for 190!, 130,084. 

Evening Telegraph ; daily. 
age for 1901, 104,724. 

St. Louis, Mo. Pop.: 575,238. 

Post-Dispatch ; daily. Actual average for 
1901, 103,966. 

Globe-Democrat ; daily. Actual average 
for 1901, subscribed. for and sold, 88,891. 

Republic ; daily. a average for 1go1, 
copies distributed, 74,54 

Star ; daily. Actual’ average for 1901, 63,- 


Actual average for 1gor, 
Actual average 


Actual aver- 


17. 
4 Chronicle ; daily. Actual average for a 
year ending with September, 1go1, 51,987. 
Boston, Mass. Pop.: 560,892. 
Globe; daily. Actual average for igor, 
“ “F 
; daily. Actual average for 1901, 160,- 
. 
67,325. 
Baltimore, Md. Pop.: 508,957. 
American ; daily. Actual average for igor, 


daily. Actual average for igor, 


59,203. 

News; daily. Actual average for 1901, 40,018. 

Morning Herald; daily. Actual average 
for 1901, 39,458. 

Cleveland, Ohio. Pop. : 381,768. 

Press; daily. Actual average for a year 
ending with September, 1901, 107,296. 

ene a daily. Actual average for 
Igor, 51 

Wo ie " talle. 
21,517. 

Buffalo, N. Y. 

Evening News ; daily. 
19°!» 741256. 


Actual average for igor, 


Pop.: 352,387. 
Actual average for 





Courier oe daily. Actual average 
for 1901, 50,06 

Enquirer rs daily. 
for 1901, 31,453 

Evening Times ; daily. 
for 1901, 40,597. 

Morning E “peal daily. 
for 1901, 23,993 

Commercial : daily. 
1901, 13,369. 
San Francisco, Cal. Pop.: 342,782. 

Examiner ; daily. Actual average fora year 
ending with November, 1901, 86,617. 


Actual average 
Actual average 
Actual average 


Actual average for 


Call; daily. Actual average for igor, 
62,031. 

Bulletin ; daily. Actual average for igo1, 
48,410. 


Cincinnati, Ohio. Pop.: 325,902. 

Post ; daily. Actual average for a year end- 
ing with September, 1901, 136,125. 

Pittsburg, Pa. Pop. : 321,616. 

Press; daily. Actual average for a year 
ending with January, 1902, 79,308. 

Times; daily. Actual average for 1901, 
59,004. 

Post ; daily. 

784. 
Chronicle-Telegraph ; daily. 
age for 1901, 55,069. 

Gazette; daily. 
1901, 50,374. 

Leader ; daily. 
34,031. 

Detroit, Mich. Pop.: 285,704. 

— Press ; daily. Actual average for 1901, 
49,77 

H- Day; daily. 
25,412. 

Milwaukee, Wis. Pop.: 285,315. 

Sentinel ; daily. Actual average for 1901, 
28,426. 

Journal ; daily. 
26,004 

News; daily. 
20 610. 

Evening Wisconsin; daily. 
age for 1901, 20,534. 

Herold; daily. Actual average for a year 
ending with October, 1901, 15,162. 

Reporter ; daily. In tgo1, July, publisher 
asserts, for the past year no deals issue has 
been so small as 1,000. 

Washington, D.C. Pop.: 278,718. 

Evening Star; daily. Actual average for 


Actual average for 1gor, 58,- 
Actual aver- 
Average circulation for 


Actual average for igor, 


Actual average for 1go1, 


Actual average for 1go1, 
Actual average for 1901, 


Actual aver- 


1go1, copies sold, 34,259, 
New Orleans, La. Pop.: 287,104. 
States; daily. 
18,606. 
/tem ; daily. Actual average for 1901, 16,671. 


Actual average for igor, 








THESE ARTICLES, LIKE GOOD PUBLICA- 
TIONS, INCREASE THEIR STRENGTH WITH 
TIME, 
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ONE OWNERSHIP 
ONE MANAGEMENT 


of THE 
2) OMAHA 
1) MOINES y 4 paily NEWs 
DAILY NEWs y.. ‘ 


CLOVER 
IF YOU USE ‘EM 


GUARANTEED 


CIRCULATION 


The recent purchase by us of the Des Moines DaILy 
News gives us the greatest newspaper group in the West. 

Our policy is, one rate to all—a flat rate based on 
bona fide circulation. Agents are authorized to ab- 
solutely guarantee our circulation claims in every 
instance, 

Notice. The rate of the Des Moines DaiLy News 
will be advanced to five cents per line, change taking 
effect August 1, 1902. 


FOREIGN ADVERTISING DEPARTMENT: 
B. D. BUTLER, MANAGER. 


52 Tribune Building, New York, 706-7 Boyce Bullding, Chicago, 
JAS. F. ANTISDEL. CHAS. D. BERTOLET. 


LEE T. WATERMAN, Special Representative. 











PARKE-DAVIS PUBLICITY. 
In advertising its product, 
a pharmaceutical manufacturing 


house is restricted by the samme 
ethics that restrain physicians. It 
must, consequently, be very sure of 
its ground. The least over-step- 
ping of the’ canons of good taste is 
certain to be reflected upon its rep- 
utation and standing with the pro- 
fessions that use its output. 

Parke, Davis & Co., Detroit, 
Mich., combine ethical conserva- 
tism with modern business enter- 
prise so happily that the firm en- 
joys the confidence of the medical 
profession and the benefit of pro- 
fitable publicity in the highest de- 
gree. With the largest plant in the 
world, it is foremost in the prepara- 
tion of vaccine, antitoxine, tablets, 
syrups, elixirs and medical agents 
generally. In addition, it has an 
enviable reputation for original re- 
search in the pharmaceutical field. 
A building costing $150,000 has 
just been completed for this sole 
purpose. 

None of the Parke, Davis & Co. 
products are advertised to the gen- 
eral public. So rigidly are ethical 
lines maintained that a very popu- 
lar list of toilet requisites, sold 
largely in drug stores, is permitted 
to make its way without publicity. 
It would be a simple matter to ad- 
vertise it under another firm name, 
but the house will not make even 
this slight hazard of its standing 
with physicians. Nevertheless, a 
large annual appropriation is spent 
in medical, veterinary, dental and 
pharmaceutical journals, and the 
firm is never niggardly in using 
publicity within ethical lines. Its 
advertising is also strictly modern. 
Fine pictures are used, but they are 
always directly connected with the 
preparation advertised. For vac- 
cine, halftones are made from 
photographs, showing the method 
of applying virus from hermetically 
sealed tubes. Packages ov erturned 
or in attractive combinations are 
employed for other products, and 
ever the “pretty woman” device is 
utilized in photographs of trained 
nurses in aseptic dresses. These 
pictures have always the maximum 
of attractiveness, but never descend 
to cheap effects. Ads are never 
keyed, nor is much attention given 











14 PRINTERS’ INK. 





to circulation. When a medium is 
of standing sufficient to warrant 
use, the firin uses it regularly. The 
general aim is to have a represen- 
tation in every publication that is 
recognized as a medium in its 
esvecial field. A limited number 
of farm journals are used to ad- 
vertise blackleg vaccine, which is 
sold: to farmers and stockmen 
through drug stores. This public- 
ity is confined to the West, where 
the disease is prevalent among 
cattle. 

The most valuable advertising 
medium, however, is the firm's 
plant. More than fifty thousand 
visitors are shown through the im- 
mense buildings every year. These 
are physicians, pharmacists, den- 
tists and students from medical 
colleges within five hundred miles 
of Detroit. Whole classes come 
from Ann Arbor and Chicago, and 
tie ~} through the Parke, Davis 
& Co. laboratories is practically in- 
cluded in the course at many West- 
ern colleges. As soon as visitors 
arrive in the city the firm considers 
them its guests, paying all expenses 
until they leave. The general pub- 
lic is not admitted to its plant. 
Especial stress is laid upon the fact 
that the firm has no_ secrets. 
Everything is shown freely and ex- 
piained, facilities are given to 
those who wish to study processes 
or products, and the freedom of the 
establishment is extended even to 
competitors. The care and clean- 
liness that mark the whole estab- 
lishment seldom fail of effect, and 
have an advertising value that can 
hardly be computed in dollars, but 
which bring most tangible returns. 

Through William M. Warren, 


Detroit, the firm publishes three 
medical journals—Medicine, the 
Medical Age and the Therapeutic 


Gazette. A pharmaceutical month- 
ly, the Bulletin of Pharmacy, is 
also issued. These are in no sense 
“house organs,” nor does the firm’s 
disregard of circulation extend to 
them, for sworn statements are 
sent out every ninety days. In ad- 
dition to these, two smaller organs 
are published in the interests of 
the Parke, Davis & Co. products— 
one for physicians and another for 
druggists, issued about six times a 
year and sent under regular post- 
age rates, 
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Every General Advertiser 


Should look over his list and see to it personally 
that the four newspapers of the Scripps-McRae 
League are on for his Falladvertising. ‘These four 
newspapers have a combined circulation of over 
F 315,000 daily, which is offered for less money 
: } than a like amount of bona fide circulation can be 
obtained from any similar list in the country. 


The Cincinnati Post, over 139,000 


Is the first paper to be considered to cover Cincin- 
nati and vicinity. The Post guarantees to every 
advertiser that its daily average circulation is 
40,000 greater than any other paper published in 
Cincinnati or no charge will be made for the 
advertising. 


The St. Louis Chronicle, over 51,000 


Is the recognized people’s paper of St. Louis 
and has more exclusive readers than any paper 
published in that city. The rate per thousand 
for bona fide circulation is lower than that of 
any other St. Louis newspaper. 


The Covington, Ky., Post, over 12,000 


Circulates among a population of over one hundred 
thousand people in Covington and Newport. 
The Post is the only paper in Covington and 
advertisers must use it to reach the buyers of 
that section. 


The Gleveland Press, over {17,000 


Has more than double the circulation of any other 
Cleveland newspaper. It has more _ want-ad 
readers than all the other Cleveland papers 
combined. The Press is ¢Ae paper of Cleveland. 


PEW REM eent se 


cig 


FOREIGN ADVERTISING DEPARTMENT, 


D. J. RANDALL, i. S. WALLIS, 
53 Tribune Bidg., New York. 116 Hartford Bidg., Chicago. 







































PRINTERS’ 





INK. 


PRN INK 


TWENTY-SIXTH WEEK. 


In the 1992 Printers’ INK ad 
competition five competing ad- 
vertisements were received in time 
for consideration and report in this 
issue of the Little Schoolmaster. 
Of these, the one reproduced on 
this page is thought to be the best 
submitted during the respective 
week. 

This advertisement was con- 
structed by J. L. Houston, Jr., 
with the Omaha, Neb., Daily 
News, and it appeared in that pa- 
per of June 17, 1902. 

In accordance with the origi- 
nal offer, a coupon entitling the 
holder to a paid-in-advance sub- 
scription to Printers’ INK, good 
for one year from date of presen- 
tation, was sent to Mr. Houston 
when the marked copy of the pa- 
per was received: Two additional 
coupons, one to Mr. Houston, and 
one to the advertising manager of 
the News, were sent in accordance 
with the terms of the competition 
when a selection of the best ad for 
the twenty-sixth week had been 
made. 

Mr. Houston’s advertisement 
will now be placed on file, and it 
will have further consideration 
later on, as specifically provided 
in the contest regulations. 

Each of the four wunsucceéss- 
ful competitors for the honors of 
the twenty-sixth week received a 
coupon good for one year’s sub- 
scription to PRINTERS’ INK, as a 
partial consideration for their ef- 
forts. 

This ad contest, now in _ its 
twenty-sixth week, will close with 
the first issue of PRINTERS’ INK 
in October. The last day for en- 
tries is September 24, 1902. 





SCHOOL FOR 


ADVERTISING 


52 LESSONS $5.00 





Do you read PRINTERS’ INk, 
the advertisers’ journal, now in 
its thirty-ninth volume, that has 
earned for itself the proud title 
of “The Little Schoolmaster in 
the Art of Advertising ” ? 

In addition to the many valu- 
able suggestions for advertisers 
there are every week in its 48 to 
64 pages a host of pointed para- 
graphs and articles by experts on 
the very phases of business life 
that wide-awake, far-seeing busi- 
ness men will delight in. 


« Advertising is to business 
what steam is to an engine.” 


That’s a sample of the epigrams 
sprinkled through the pages. 
Every subject is treated from the 
advertisers’ standpoint. 

If you don’t want to send $5.00 
for a year’s subscription just now, 
send 10 cents for a sample copy to 
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INK 10 Spruce Street 
S 


New York City - 





Written by J. L, Houston, Jr. 
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VINOL IS A GREAT SELLER. 


GREENFIELD, Ind., June 18, 
Editor of Printers’ INK: 

I read PRinTERS’ INK quite faithfully, 
as I enjoy its contents and feel that I 
am benefited by the same. I use a good 
many of its suggestions and as a re- 
sult the Republican has by far the best 
local advertising patronage of any paper 
in this city. 

was somewhat surprised, however, 
in reading your article on page eight 
of Printers’ INK for June 11th. In the 
article entitled “‘Japanese vs. Omega’”’ 
{ rather agreed with the quotation trom 
tert M. Moses, and also George F. 
Hunter’s article, but I must say | was 
greatly surprised at your remarks tol- 
lowing this article. In this you say, 

Mr. Hunter is perhaps as honest as 
newspaper men generally when he states 
the result in Chillicothe of advertising 
in the Advertiser, but Printers’ Ink is 
inclined to believe that he (Hunter) can 
not mention a single instance where the 
sales of the local druggist have equalled 
the advertiser’s bill. Advertising pays; 
it pays better now than ever before, but 
only one man in a hundred who adver- 
tises a patent medicine gets his money 
back.” 

There are some things in the above ar- 


1902. 


ticle which greatly surprise me. The 
first js, that newspaper men are not 
especially honest as you insinuate, “‘Mr. 


Hunter is perhaps as honest as news- 
paper men generally;” such an expres- 
sion appears to me to insinuate that 
they are not honest. Now in all my 
experiznce I have found that newspaper 
men measure up with*any other pro- 
fession or set of business men, and 
do not see why you should attempt 
in your paper to discredit them. 

And then again vou say, “that only 
one man in a hundred who advertises 
a patent medicine gets his money back.” 
You are certainly a wonderful believer 
in advertising, if you believe that state- 
ment. I know from personal experience 
with patent medicine advertised in the 
Republican, that it pays and pays well, 
because we renew contracts year after 
year, and the sales made by our local 
druggist show that the advertising pays. 
I can give you a splendid example of 
some recent advertising. 

December 16, 1901, Pettingill & Co., 
of Boston, Mass., began advertising 

“Vinol” in the Daily Republican. The 
advertising ran exactly five months, and 
it was not in any other paper in this 
city or county. The advertising bill 
for the time amounted to $29.53, and 
in that time Mr. A. C. Pilkenton, the 
local druggist and sole representative 
of the Vinol people here, sold 261 bottles 
of Vinol, at $1.00 per bottle, making the 
sale almost ten times as great as the 
cost of the local advertising, and these 
sales are going on right along although 
the advertising has ceased for the sum- 
mer months. The rest of the contract 
will be completed this fall, and I be- 
lieve we can very safely guarantee that 
when the advertising has been completed 
that the sales of “Vinol” will have 
reached twelve times the cost of the ad- 
vertising. 

If Printers’ INK or anybody else 
doubts this statement, I should be glad 
to have them refer to Mr. A. C. Pilken- 
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ton, druggist, Greenfield, Indiana, and 
he will verify this statement. 
Yours very sincerely, 
W. S. Montcomery, 
Proprietor of the Republican. 
+e 
THE HAIR 


NEW CENTURY 
CURLER 


CampeEN, N. J., June 18, 
Editor of Printers’ INK: 

Having been a diligent pupil of the 
Little Schoolmaster in the Art of Ad- 
vertising, for the past five years, I send 
with this letter a booklet and an m- 
struction folder. The advertising of the 
New Century Hair Curler is a_ peculiar 
proposition, and as yet I have found no 
solution to the problem, which is this: 

A ready sale for hair curlers, as women 
are beginning again to curl and wave 
their locks according to fashion’s most 
recent mandate; our curler will last three 
or four 
sales for a long time, as other satisfac- 
tory goods have; the price, 15 and 35 
cents, prohibits a large appropriation for 
advertising purposes, on account of there 
being no immediate duplicate sales; it 
is, considering the retail price, an ex- 
pensive article to manufacture; should I 
now advertise it generally—-newspapers, 
magazines, street cars, billboards, etc.? 
The goods not being on sale at every 
appropriate store, the “Other Fellow” 
would frequently get the benefit through 
a wicked substitution; dealers claim that 
they have so many devices for hair curl- 
ing that they do not care to attempt to 
sell anything new; the gentler sex have 
been fooled so often that they are becom- 
ing very skeptical. 

want to know the answer and prob: 
ably, should my _ schoolmaster not care 
to solve the problem, some of my fellow 
pupils might be able to help me. Our 
advertising. phrases are: “It’s the clamp 
that does it,” and “A curl a minute.’ 
Also, “‘Successful wherever used, and 
it’s being used everywhere. It’s so 
good that the gentler sex are curling 
and waving their locks again. 

Any criticism or any instructions you 
may suggest will be most thoroughly ap- 
preciated. 

Louis H. 


1902. 





RuMRILLE, Manager. 
ccnienaininndlliicsionaamite 
ADVERTISING CLUBS. 
Wuite’s Sayincs PUBLISHING Co., 
724-725 New York Building, 
SEATTLE, June 16, 1902. 
Editor of Printers’ INK: 

In a recent issue of Printers’ INK, 
reference was made to Advertising Clubs. 
Seattle has one known as the ‘Publicitv 
Club,” with a membership of 16 active 
advertising newspaper men. A meeting 
1s held once each month, at which a 
discussion of advertising questions takes 
place. Yours truly, 

Vv. Waite. 


oS oe 
Brains behind the article advertised 
and brains behind the advertising meth- 





ods is the winning combination.—The 
Mahin Method. 
a es 


“IT wave a horror of being buried 
alive,” said the easy-going storekeeper. 

“Well, for gracious sake, why don’t 
you advertise?” replied his friend.— 
New England Grocer. 
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SET A THIEF TO CATCH A THIEF. 
Detroit, Mich., June 20, 1902. 
Editor of Printers’ Ink: 

A firm known as the Noxall Incubator 
& Brooder Co. of Quincy, Ill, is send- 
ing out advertising orders to publishers. 
They caught us for $20 and we inclose 
herewith an attorney’s report on the 
concern. It would seem to us that it 
might be a good idea for vou to publish 
this matter or at least some particulars 
of the Noxall Company for the protec- 
tig yn of other publishers. Yours truly, 

E. H. Beacu, Editor. 


Quincy, Ill, June 16, 1902. 
The Book- Keeper Publishing Co., De- 
troit, Mich.: 

GENTLEMEN I herewith return to you 
the claim against the Noxall Incubator 
& Brooder Co. for the reason that I 
have never been able to collect a claim 
of this concern, and know of no one 
who has. I have tried these people on 
other claims until I gave up in disgust, 
and when I do that, I assure you they 
are tough nuts. If he has paid a bill, 
and especially a publisher’s bill, within 
the last two years with anything but 
promises or bluffs it is news in Quincy. 
A judzment is worth less than nothing. 
Thanking you for the favor and hoping 
to serve you in better business for both 
in the future, I remain, Yours truly, 

E. C. Peter, 

Law and Collection Office. 
> - 
STARKE’S SCALP W AurED BY A 

HAIR HOUS 

LaBAREE HAIR ~all 

Nracara Fatts, N. Y., June 19, 1902. 
M. Le Starke, New York City: 

Dear Str—We have not received the 
$8.40 which we sent vou, and whicia 
you acknowledged you had _ received. 
We do not propose to be swindled by 
any advertising man or any one elsc, 
and if you do not return this money, 
Mr. Starke, I shall certainly place the 
matter into the hands of our police 
officials of this city and shall have a 
warrant served on you and have you 
broyght here. 

We have consulted our lawyer on this 
subject, before writing you this letter, 
that I may give you fair warning. You 
obtained this money on the pretence of 
advertising, and you refuse as yet to 
send it back upon our request for you 
to do so, as we did not wish to engage 
in any contract at those rates. I give 
you this last fair warning to return 
the money to me at once, and I shall 
look to you to do so. All I want is 
fair play, and I am going to have it too, 
regardless of cost to myself. 

We wait five days for the return of 
this $8.40. Respectfully, 

LaparREE Harr House, 
(Signed) H. J. Labaree, Mgr. 
ES AY IE 


“StyLe” is more frequently copied 
than all of the features of advertising— 
and always the weak points are em- 
phasized.—White’s Sayings. 


THERE are national advertisers who 
Go not use over four publications—but 
these reach one-sixth of all American 
homes,—The Mahin Method. 
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Tue Osborne Company. 277 Broad- 
way, New York, sends out a neat booklet 
showing three-color process calendar de- 
signs for 1903. 


For some time it has been reported 
that William R. Hearst would begin the 
nublication of a new daily at Boston, 
Mass., on September 1 of this year. 


Tue F. D. Belknap Rapid Addressing 
Machine Co., 290 Broadway, New York, 
has issued a quarterly list of trade ad- 
dresses that it is prepared to furnish ad- 
vertisers. 








; Montoowzay “Warp | & Co., Chicago, 
issue a supplementary list to their reg- 
ular catalogue which, while printed upon 
very cheap paper, is a thoroughly effec- 
tive piece of mail order literature. 


Louts B. De Veau, of the advertising 
department of Harper Brothers, severs 
his connection with this firm after a 
service of twenty-two years to become 
advertising manager of /own Topics on 
July I, 1902. 


Owens, VERNEY & GREEN, Tenth and 
Market streets, San Francisco, Cal., have 
published a neat booklet explaining the 
Services and cost of their distributing 
department. It contains just such in- 
formation which is of practical value to 
advertisers. 


Upon the occasion ‘of the seventy- 
third anniversary of the Rrooklyn Sun- 
day School Union and the forty-first 
anniversary of the Brooklyn Sabbath 
School Association, the Brooklyn Eagle 
issued a novel supplement containing 
songs to be sung at the meetings. 





Tue booklet of the Amations Penny 
Express Company, 13-2 Park Row, 
New York, explains their alel of dis- 
tributing advertising matter and samples 
into individual homes. It is an attrac- 
tive pamphlet, and will probably prove 
worthy of note to many advertisers. 


THE catalogue of the Anderson Mal- 
leable Iron & Manufacturing Works, 
Anderson, Ind., is somewhat old- fashion- 
ed in typography and arrangement, but 
is thoroughly serviceable. An _ experi- 
enced adwriter would have improved the 
argumentative portion of the book. 


Tue latest catalogue of the Kellogg 
Switchboard & Supply Co., Chicago, 1s 
an extremely attractive book of 128 
pages, containing halftones that are re- 
markable for their capacity to show de- 
tails of intricate mechanism. The print- 
ing was done by Hollister Brothers, Chi- 
cago. 


L. M. Nicuots, advertising manager 
of the Maryville, Mo., Tribune, calls the 
Little Schoolmaster’s attention to the 
advertisements of his paper, relative to 
their composition, display and quality. 
The Tribune’s showing is certainly com- 
mendable and Mr. Nichols has cause for 
his pride. 


C. N. GReEIG announces that he has 
resigned the presidency of the Pearson 
Publishing Company to engage in the 
publishing of a trade paper. Mr. Greig 
will continue to act as a director of the 
Pearson Publishing Company, of which 
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he retains his interest of one-third of 
the capital stock. 


Witt1ram =  Morrett, Jr., with the 
Nashville American as political writer 
for four years past. formerly city editor 
of the Memphis Scimitar, has purchased 
Lebanon (Tenn.) Banner, a weekly 


the 
newspaper. The Banner is two years 
id. Mr. Moffett will enlarge it from 


five to six columns, eight pages, ail 


nome print. 
ANSWER A Want Ap” is 
Charles 5S. 


“How To 
the title of a little book by 


Clark, } A., and Annie Bresel, pub- 
lished nd the New York State Publish- 
ing Co., Rochester, N. Y. Its aim is 


to give sensible directions to people who 
apply for advertised positions, and it is 
a sort of “letter writer” in its special 
field, telling both the things that should 
be dene and those that shculd not. 


Tue Sphinx Club vear ended with the 
May dinner, at which circulation, im 
cost, in quality and in quantity, was 
separately discussed by J. B. Richardson, 
Don Seitz and H. F. Gunnison. The 
vork of the year has been more interest- 
ing that of any previous one, and Mr. 
George H. Daniels has filled the chair 
in a way that divided that honor witua 
his predecessors, Messrs. Harding and 
Rowell.—Fame. 


Tue July number of Leslie’s Monthly 
appears as a coronation number, and 
opens with a gallery of 36 pictures which 


tells the story of the lives of the King 
and Queen without the need of text. 
Next follows an article on ‘Crowning 


a British King,” by the Duke of Argyll, 

‘ing Edward’s brother-in-law, and this 
is supplemented by a descriptive article 
written by Leslie’s special correspondent 
in London, Mr. Curtis Brown, and elab- 
orately illustrated. 


agent of “The Show 
Girl,’ now running at Wallack’s, has 
found new possibilities in the familiar 
wax lay figures used in window displays. 
Leaning against the railing of a_bal- 
cony over the theater entrance is a 
“dummy” dressed in the latest feminine 
apparel and looking down into the street. 
The distance and novel nosition of this 
somewhat antiquated ‘‘prop’’ deceive 
most pedestrians, and the average man 
stares up at the figure a full minute 
tefore he realizes that it is lifeless. The 
comment that the novelty has aroused 
in New York warrants its use for other 
lines 


THE advertising 


Tue following facts and deductions 
are from a folder entitled “To Book 
Publishers,” issued as a piece of adver- 
tising literature by ‘Villiams & Lawrence, 
newspaper representatives, Tribune 
Building, New York: “Mr. William 
Heineman, the well-known English pub- 


lisher, says that he believes that adver- 
tising rather than reviews effects the 
sales of bouks, and that he prefers as 


mediums popular newspapers to literary 
weeklies. The conditions which seem 
to have given ‘popular newspapers’ pre- 
cedence over literary mediums in Eng- 
land, in Mr. Heineman’s estimation, are 
stronger in the United States than any- 
where in Europe. Mr. FE. P. Clark, of 
the New York Evening Post, says, ‘No- 
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body can comprehend the revolution that 
has cecurred who does not realize the 
significance of the fact that now, in the 
United States, for the first time in his- 
tory anywhere, the bulk of the people 
read newspapers.” The very fact of a 
daily reading of newspapers carries with 
it an establishment of the reading habit. 
Is it not at least possible that most boox 
publishers have too long thought of their 
clientage as a class of leisurely, well-to- 
do, rather highly cultured people, and 
ignored the fact, that, in a populace at 
large educated to books, at least in the 
common schools; habitual readers, at 
least of daily papers; earners of good 
wages or salaries, at least at the present 
time; there exists a class of good buyers 
peculiarly open to the creation of a de- 
sire to read and own the books whica 
are attractively prese nted to their notice 
in their daily paper?” 





With the. return of the soda fountain 
season the “check at the desk” system 
is again in evidence as a drug store an- 
noyance. With a variety of soft drinks 
ranging in price from five to fifteen 
cents, it is manifestly unjust to compel 
patrons to purchase checks before being 
served. For the purpose of preventing 
theft by fountain clerks the more liberal 
method of requiring payment after ser- 
vice is fully as efficient. Notwithstan4- 
ing its objectionable features, fully two- 
thirds of the drug stores ‘n New York 
City hold to the practice of putting 
both clerks «nd patrons under petty 
surveillance, though the system is mant- 
festly responsible for considerable losses 
of fountain trade where it is maintained. 








DO IT NOW. Pon 


wait 
until you have finished reading all 
the good things in this spicy little 
journal, but immediately tear out 
the coupon printed below, paste it 
on a postal and mail it to the 


MUNCIE (Ind.) STAR 


It will bring you a superbly printed 
and illustrated book in three colors, 
containing some mighty interesting 
facts about the Gas Belt of Indisma, 
and describes in detail hoy it is 
covered every morning by TH E 
STAR with more than 20,000 
guaranteed circulation. 








THE STAR PUR, CO,, 
Muncie, Ind. 
Gentlemen: Please send 
by return mil copy of book 
described in recent issue of 
**Printers’ Ink,’? 








(Signed) 
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GENTLEMAN of large business experience 
Classified Advertisements. A having the faci ea of an office on Chest 
nut street, near Bro "hila., will be g! to 
o> ay ont nay 0 poe represent corporation or other form of business. 
handed in one week in pial 6 Exceptional references as to ability and charac- 
ee — —_ ter. Adaress ‘ X. Y. Z.,” care Printers’ Ink. 
WANTS. Vy 7 ANTED—Kvery povertioomeent, wie to o- 
4 cure a co of our boo re \y-made 
art TIMES- DEMOCRAT, Charlotte, N leacs aivertisements. A veritable. mine of #u 
semi-weeklies in the State —— = cate <i pareees. A ag nd sn 
> i undred examples of effect s. Invaluable 
me, CHANLOTTE_ NE dtodd ads a = po gay on a st meer pong for a oe be 
on receipt o ice, $1. 
gu ‘CCESSFUL advertising special wishes to poll GEORGE P. ROW ELL & co. pngrese 8t., 
K reqrosent osern + | paper in New York 
wast. “po, ters’ 
East. Address “ D.,” care Printers’ In! ; V TANTED—Office man to do correspondence, 
7 ANTED—Interest in ag city daily, with take charge of traveling men, orders and 


option on entire . Send specimen. adv ertising. Must furnish references and be ac- 
¥ BUSIZ ESS MANAGER, ~ Printers Ink. bp with a = mothote in shop orders 
. and making sales, Prefer applicant to possess 
ee ene mgt cele ots Greater New knowledge’ of “stenogra Bec Spperteany 
r con e| desire xce on 
York every day. Beats any two other papers. for capable man. Addre sg AMES. & CO, 


Prins cLass advertising men. sober, always Owensboro, Ky. 
busy, with catchy ideas, highest references. Tha L Ww 

wishes t» make a omy oll in position. Address A I ous inching tase suuny aoe te assist in 

DAMS, care Printers’ 

A preparing. general newspaper ony ertiocmnents 

T ANTED—Reliabl rson to solicit adver- Where entire time is requirec inti office 

h.. : tisements in N Now York, ‘also one in Chi- graduate rather than ad-school. W. hat is abso- 

0 and one in Boston. Liberal pay. TEACH. lutely essential is originating ability, even if not 

» GAZEITE, Milford, N.  pedaagpend developed oome power to bape aod 

in new and convinc- 

ITUATIONS secured and _ furnished for jing form. Aman aoe eae has prore n 

S any department of newspaper work. Make to himself or others the possession of this ability 

‘our wants known to THE NATIONAL EMPLOY- might find it profitable to prove it to me also. 

MENT AGENCY, Box 204, Canton, O. His mere name and address will not do this, how- 


TANTED TO BUY — Republican newspaper, ©¥®T 

\ daily preferred, in toon of 30,000 nay ek P. 0. ‘Box ties Philadelphia. 
State terms, business and extent of plant. Ad ————_ tor 

dress ‘ JONES,” care Printers’ Ink. MAILING MACHI NES. 


PPunders wanted for first-class proofreader ; prez DICK MATCHLESS MAILE kK lightest and 
Ln sengee oediggeke olbnon. = get Also for quickest. Price $12. F 'J_ VALENTINE, 
0) a is iz e NA- Mfr. 78 'V, 

TIONAL EMPLOYMENT AGENCY, Canton, 0. eee oS 
ANTED—To buy four or five second-hand " TIN e 

A) Mergenthaler Linotype machines. State PHOTO ENGRA VING. 
e, service, condition and price. Address ALF-TONES forthe job department. Finest 
LINOTYPE, ”’ 628 Tremont Bidg., Boston, Mass. cuts at lowest prices. THE STANDARD EN- 


Wwe pressman and stereotyper wanted. A GRAVING CO. OF NEW YORK. 61 Aun St. 








rst-class man who will take position in ———— 
city of 18,000 in Ohio. Must also understand flat ADDRESSES. 
work. Give references. Address “WEB —— 
PRESSMAN,” care Printers’ Ink. A O0C ADDRESSES of the best citizens of 
re amr ds Say oe Camberians, Franklin and 


fpr Bg a meee of the Chicago ISRAELITE de- ies, Penr ‘Address at once PRESS 


age the services of a bright Jew Per cunt 
2W- € s 
ish Bho tg Mil eh the ADVE ERTISING BU RE AU, Box 149,Harrisburg,Pa. 


ree. left vacant by the 
death of Dr. Julius V “ Nickerdown’’). Ad- 


———__ +0 
dress LEO WISE & C 0... 324 iiaekeun St., Chicago. COIN CARDS. 


7 ANTED—By com npetent man, now employed I 


ry + ¢ Sam- 
in Government Printing Office, position as ING COIN MAILERS, Beverly, Mass. Sam 





foreman of modern newspaper. Understands ples free. $1.60 per Mi in large lots 
business thoroughly. Sober, one best Qs PER 1,000. Less for "more ; any printing. 
Fae saeg gr er *L. W.C.,” 57 H St., Wash- © THE COIN W RAPP! ER CO., Detroit, Mich. 
ington, D. C Remi jr sain 


WaAxteD- Editor and manager for estab CARBON PAPER. 

lish oa, paying. Republican newspaper in a 

an Indiana city of 10,000. Best of reference re CARE YN papers for pen, ncii. stylus and 
quired. State salary expected and whether will typewriter. Catal “dye of 50 varieties for the 
ing to make small investment in stock of incor. asking. A liberal eapply o f samples for Is — 
porated en: Address “ WASHINGTON, » in stamps. WHIT 7 LD CARBON APER 


care Printers WORKS, Red Bark, N. 
“> YASSER wanted to sell PRINTERS’ INK— eae = 
“nal for advertisers—published weekly SUPPLIES. 


at five dellars a year. teaches the science and - - 7 
ractice of Advertising, and is highly esteemed D. WILSON PRINTING INK CO., Limited, 

bs the most successful advertisers in this coun- ¢ of 17 Spruce St., New York, sell more mag: 

try and Great Britain. Liberal commission al- ®Zine cut inks than any other ink house in the 

lowed. Address PRINTERS’ INK, No. 10 Spruce trade 

St., New York. Special prices to cash buyers. 


ERNE SENN ~~ 
7 ANTED—To buy or secure interest in an aft- y . 
WwW me daily in tow Mes less — 30,000, PRINTERS’ HELPS. 
vertisix bos te omana? writer on famous ONDS, CERTIFICATES and DIPLOMAS. Send 
pte hoe pon - v3 a ara mo eee having B for samplesand estimates; also lithozraphed 
worked up through every department; hassaved planks, to be completed Py tepe rinting ; large 
Se apg mnntgs o,Crente NEWSDSReT variety of patterns TB KING & CO. 
success ; infallible systef: for small city c 
proses f H..’ Printers’ Ink, en 105 W a oe New York. 


UBSCRIPTION SOLICITOR—A position on TRANS J 
one of the leading trade papers of the coun . ANSLATING, 
try is open to a first-class subscription solicitor. A ERTISERS needing the services of thor- 
None need apply unless able to show best of ref- gh and practical translators should co 
erences and having had experience, and capable ceunionte with THE CANADIAN TRANSLATING 
of earning $2,0% to $2,500 per year. Position a BUREAU, Roses 23 Bong rier Block, 1598 Notre 
permanent one. Address “TRADE PAPER,” Dame St., Montreal. C: 
care Printers’ Ink, New York City. Specialty : Translation of English into French. 
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ADDRESSES FOR SALE. 


NLEVELAND : Fresh, clas classified lists. U. 5. 
MAILING & ADVG. CO., INC., Cleveland. 





—>—___—_ 
COLOR PLATES. 


NA I AP COLOR BLOCKS for catalogue c 
( blotter designs, etc. MAIL CUT CO., Phila, 


~ 
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INK, 


TO LET. 


oO RS ge Three offices at No. 

, $600, $500 

0 GRO * ROWELL & CO., 
quemlaes. 


10 Spruce St. 
$400, respectively. Apply 
owners, On the 


geneiinniapiipminimmiats 
NEWSPAPER METALS. 
ee Oit now.” “ Don’t put off till to-morrow 
” It will be to 


what you can do to-day. 
your advantage to adopt Blatchford Metals ; t 


DISTRIBUTING. w'li be to your advantage to send in your order 
Cm faithfully distributed, $1 M. Affi- right now. Stereoty p maomeey , linotype an: 
davit rend’d. FRANCIS CRAIG Calumbus,0. ele ie tg metals. ite for booklet, Metal 
ore.” Ww RLATCHFORD & CO.. 54-70 No 





—sasinnsaiaendellisntes 
UNIFORM CAPS. 

J, STIMATES and samples romptly furnished. 

i DANBURY HAT CO., 2¢ Desbrosses St., N. ¥ 


RUBBER STAMPS. 
RS BBER ah Send for complete cata- 
AY eh Finest ever manufactured, at lowest 
prices. F.C. WILLCOX, Mfr., Hamburg, N. J. 


—— +o 
“LEC “TROTY PES AND STEREOTYPES. 
KL L.ECTROTYPE or stereotype cuts. When 
4 wal ant good ones, order from Bright's “cld 
nNetiable,” St. Louis Bg ty Foundry, No. 
211 North Third St., St. Louis, M 








a oe 
STEREOTYPE OUTFITS. 
NOLD Simplex stereotyping outfits, $13. 59 up. 
Two engraving methods, with material, 
2.50. Foot-power circular saw, all iron, $27. 
IENRY KAHRS, 240 pono 33d St., New York. 





~ CALENDARS. 


\ OST artistic ine of advertisin 
4 ever = red. dg ad me rice lis' 
Sk. & S$ H 
5 Beekman Me New York © ity. 


calendars 
st. 





+o 
MULTIPLATE PROCESS PRINTING. 


od 00¢ LETTER HEADS on a fine linen paper 

o> fors8. Send for samples. Other good 

things just as cheap. CLARK & ZUGA on A, 

Printers and Paper Dealers, 88 Gold St., N. Y. City 
+r a 
STOCK CUTS. 

W HEN YOU SEEa line « cut you want, clipthe 

proof and mail to us with 50c. and we will 

send vnanoee plate from it,same size—if nut 

over column wide. — UT CO, Phitadelphia. 








IL LUSTRATORS . AND ILLUSTRATIONS. 


( U R WORK AND ‘PRICES SATISFY ALL. 
“ Promptness and — our motto. 
a too big or too fine for us. 
BROOKLYN WRGRAVING 3 CO., 
364 Bridge St., Brooklyn, N. Y. 
> - 


BUSINESS OPPORTONITIES. 


NCREASE income without loss of time, inves 
ment of money, or neglect of regular bus 





connection with the FINAN- 
No matter N 
Particulars of sample copyon | 


ness, b r in 

CIAL IwouIKER, 47 Ann 8t., N. Y. 
where lovated. 
anplication. 








ae 
PRINTERS’ MAC. MACHINERY. 


WE BUY, SELL OR EXCHANGE 


Printers’ machinery, material and supplies. 


Type from all foundries. 
Estimates heme furnished. 





Clinton St. , Chicago. ad Ps of Stren mgth.’’ 








ADVE RTISING 1 NOVELTIES. 
pro" the purpose “of inviting announcements 
of Advertising Novelties likely to benefit 
reader ax well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 


\ ADE FROM SPIKE NAILS. Knives, Sorte. 
4 Best ad 


spoons, ¢ — box aw eng ete. 
novelty, best selier at resort: pamnpies, Pan- hy 
Expo’n souvenir, eos Booklet for aski: WICK 
ison, O. 


HATHAWAY’S CONCERN, Box 100, 
EE 


EXCHANGE. 
;} XCHANGE what you don’t want for some- 
4 thing you do. If you have mail order names, 
stock cuts or something similar, and want to ex- 
change them for others, put an advertisement in 
PRINTERS’ iInK. There are probably many per- 
sons among the readers of this paper with whom 
you can effect a speedy and advantageous ex- 
change. The price for such advertisements is 
25 cents per line each insertion. Send along your 
advertisement. 
en 
HALF-TONES. 


+ | FC. news spare r half-tones, mounted. KNOX- 
4) VILLE ENGRAVING CO., Knoxville, Tenn. 


80°: 1 col. half-tones, post pores 
Special —— an 


and bases 
AILC UT « CO, Philadelphia. 
H ALF-TONE cuts, coarse screen, for new 


pers, extra deep. Single cvl., $1; dou le 
order and we deliver 


, $1.50. Send cash with 
a ate here in U. 8. GRANT geome ING 
Cu.,, 112-114 North Ninth St., Phila., Pa. 





~~? 
SUCC ESSFL JTL CIGAR ADS. 


( yu 4Y recently I was offered a tem the ori price 
for the scrap-book containing t Hy 
matter used in booming the Blizzard *s 
sales. Not wishing to part with’ the Cig al, I 
have, at the request of a number of dealers and 
manufaecure: ers, undertaken to publish a number 
of fac-simile copies. A limited number of copies 
now offered for sale. Over 500 display ads and 
locals, together witn the different schemes which 
brought the Blizzard Cigar Factory fame and 
thousands of dollars. For details regarding 
same address MAX BURG, New Ulm, Minn. 


— +o, — 


BOOKS. 
I EPARTMENT STORE DIRECTORY. 
$1 postpaid. 253 Broadway, New York. 

AKING A COUNTRY NEWSPAPER-—Text- 

book for newspaper makers. Worth its 
weight in pep in practical instruction. Subjects 
treated : the man, field, plant, paper, news, head- 
ings, circulation, advertising, daily. law ; how to 
make a newsierand better paying pa: Papers how to 
get news, advertising, circulation. book like 
it. Saves time, lessens —- earns dy In- 
dorsed by leading news én. Bound in 
cloth, $1 postpaid. THE YOMINION COMPANY, 
334 Dearborn St., Chicago. 


Quality above pric ’ 
CONNER, FENDLER & CO.,N. ¥. City. EADY-MADE ADVERTISMENTS. Messrs. 
ee Geo. P. Rowell & Co., 10 Spruce St., New 
ADVERTISING . AGENTS. York, send the Caveat a handsome page book 

entitled “‘ Ready-Made Advertisements.’’ The 


O Prospective Advertisers—The request for 
price lists havi become so extensive, in 
future my confidential Special Offers will only be 
sent free to parties who place business through 
my agency. Any one in good faith desiring the 
lists can have them mailed ostpaid 
year upon receipt of one dollar, 
deducted from the first order sent ———— 
ing to STANLEY DAY, New Market, N. J. 


book contains, besides other valuable informa 
tion, examples and styles of advertising for al- 
most every business. For merchants and others 
who write their own advertisements this little 
work will be found invaluable. The price isonly 
one dollar. - Caxton Caveat. 

‘he book will be sent to any address upon re 
ceipt of one dollar. GEO. P. ROWELL & CO., 0 
Spruce St., New York. 






































































FOR SALE, 


she best city in North Carolina is Charlotte. 
THE NEWS reaches twice as many of its peo- 
ple as any other paper. 


T= best county in North Carolina is Mecklen- 
burg. The Trmes-DemMocRaAT reaches twice 
as many of its people as any other paper. 


600 CASH buysan est. high-class illustrat 
ed weekly. Deals with base ball, foot- 
ball, physical culture, etc. Has a t future. 
Owner has other interests and cannot give it 
proper attention. ““ PUB.,’ ,” Box 183, Boston, Mass. 


VERY issue of PRINTERS’ INK is religiously 
read by many newspaper men and printers, 

as weil as by advertisers. want to buya 
paper, or to sell a paper, or type or ink, the thin 
to do is toannounce your desire in a ’ classifie 

advertisement in sige vad Bone The cost is but 

25 cents a line. Asa e insertion will do 

the coop Adiivess PRINTS: sRS? INK, 10 Spruce 

s., New York 





——— — 
PRINTE. RS. 


Ey 00 NOTEHF ADS, $4. Good paper, good 
os Rr inting, Send copy and cash with 
order. JOHN FAWCETT, Printer, Delphi, Jnd. 


| es you = not satisfied where you are, try us. 

We do all kinds of book and neweepe 
vinting prompt tly and satisfactorily. VION 
-RINTING CO., 15 Vandewater St., New York. 


SMALL SPACE WELL USED. 

How often you hear somebody say : “ Now 
there's a small space we 1 used. It stands right 
out of the paper. 

The bold typogra phical pevenmemnens caught 
the eye and made that small ad stand out more 
peceupentey tkan one twice its size, but not so 





One ray things we particularly pride our- 
selves on, is this ability tor setting advertise- 
ments that are bound to be seen, no matter what 
position they occupy in the paper. Your local 
printer probably has not the equipment for doing 
this that we nore probably he doesn’t know 
nd as we)l as 

We » Radney clectroty, °s too, if you like. 

This is only one of things we do for advertis- 
ers—the printing of catalo; er booklets, cireu- 
lars are some of the other thin, 

We make - stand out ss he ¢ move too. 

NTERS’ INK I 
10 Spruce ~ oo Se »w York. 


ADV. ERTISING MEDIA. 


] ARD‘WARE DEALERS’ MAGAZINE. 
Sample copy 10 cents, New York City. 








DD CENTS per inch per d9} y; display advertising. 
4) flat rates. LNTERPRISE, Broc ‘kton, Mass. 


40% WORDS, 5 5 times, % cents. DAILY ENTER- 
PRISE, Brockton, Mass. Circulation 8,000, 


JOPULATION, city of Brockton, Mass., 40,063. 
The Brockton ENTERPRISE covers the city. 


EACH the best Southern farmers by planting 
your adsin FARM AND TRADE, Nashville, 
Tenn. Only 10c. a line. 


ACs perscn advertising in in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year. 


"HE Clinton, 1l.,SEMI-WEFKLY TIMES is the 

only semi- weekly in De Witt County. It is 
all home print and is published Tuesdays and 
Fridays. Adv’g rates on application. 


DVERTISERS’ GUIDE, Newmarket, N. J.— 
Circulation, 5,000, Mailed —_ J one 

ear, 25c. Ad rate 10c. nonpareil line. Close 
3th. A postal card request will bring sample. 





N1LY 50c. per line for each insertion in entire 
and - 100 country papers, located mostly in 
New Jersey and Pennsylvania. 

UNION PRINTING CoO., 15 Vandewater st., N. Y. 


DVERTISING in 100 or 1,400 weekly papers of 

the Central West. Send for 8-page book- 

jet telling about them and containing other in- 

formation. CHICAGO NEWSPAP ER UNION, 10 
Spruce 8t., New York. 


JEOPLE who want to reach Western readers 
with their business should consult the Bill 
ings (Mont ) TI Ex lt has the best general cir- 
culation of any weekly newspaper printed west 
eo sy Mississippi. Kates reasonable. M. C. 
RRIS, Proprietor. 











PRINTERS’ INK. 


_CAPS. A PS. 


ANBURY HAT CO.,N. Y. 
Caps quick—any ad aieneens on. 








MISCELLANEOUS. 


P? BLISHERS’ COMMERCIAL UNION ; a —_ 
agency covering all advertisers an 
orery y publisher needs it. Details at woyee Side 
Chicago, or Temple Court, New York. 


. BODEGA XXXX WalS he ee & Aspecial brand 
ears old, one gal. or > a quarts, $3. 

Send check, p. o. or ex. order. CALNAN 

&CO., Distillers, 321 Tremont St., to L 


AE advertiser has facilities for furnishing 
information of all surts obtainable from the 
a Departments, and the service is 
ronorna for a moderate compensation. Address 
“LEWIS, 729} Eighteenth St., Washington, D.C. 


PREMIUMS. 


ELIABLE goods are trade builders. Thou 
sands of suggestive premiums suitable for 
ublishers and others from the foremost manu- 
acturing and wholesale dealers in jewelry and 
kindred lines. 500- list price catalogue 
free. 8. F. MY ERS CO., 48-50-52 Mhiden Lane, N.Y. 


Oe managers anagers will find Murat Hal- 
stead’s latest book, ** The World On Fire,” a 
very py premium for subscriptions. It is 
as good as his “ Life of McKinley,” of which over 
700,000 were sold in 90 days. It sa thrilling his- 
jon | of the splendors and horrors of Martinique 

St. Vincent, together with “a voleanoes of 
old, and considers hr the 
existence of the globe. Demand. enormous. £00 
page 8, 8x10. Nearly one hundred finest illustra. 

ions. Sample copy — ia 62 cents. Special 
prices for Mantitics dd 
E DOMINION "COMPANY 
Department D, Chicago. 











+o 
TO “ LIVE” ENGLISH ADVERTISERS. 


& PELLED by frequent inquiries from English 
advertisers for samples of my work, I ve 
aaergg laced in the hands of Mr. Frederick § 
Balch, at No. 1754 Kentish Town Road, N. V 
London, avery extensive line of a, of Gom- 
mercial Literature such as 

Lists, Circulars. Fouters, rs Mailing Si Stipeand cards, 
Envelopes, Wallets, rising ad 
vertisers in any line ani trade ‘aaa to inspect 
this altogether unique collection are invited to 
communicate with Mr. eich at a above ad- 


dress. FRANCIS I, MA 
No. 12. 402 Sansom St, Philadelphia, U.S.A. 
a o_o ae 


ADVERTISEMENT CONSTRUCTORS. 


F you sell goods at retail, ask our custom 
fe shout our cuts and ads. THE ART LEAGUE, 
ew 
you want toget business. Let me try writing 
and illustrating a common sense, business- 
getting ad for you. nd for samples. COMMON 
SENS! AD’ ERTISER, Saginaw, Mich. 


A? CONSTRUCTORS will find our book of 
4 ready-made advertisements of great assist- 
ance in the preparation of advertisements. The 
book contains over five hundred specimens of 
good advertising, any one of which may suggest 
an idea for your ad when you get stalled Sent 
prepaid on ‘receipt of price, $1. Address GEO. 
P. ROWELL & CO., 10 Spruce St., New York. 


DWRITERS and designers should use this 
Lf column to increase their business. The 
price is only 2 cents a line, being the cheapest 
of any medium published, considering circula- 
tion and influence. A number of the most suc- 
cessful adwriters have won fame and fortune 
through persistent use of _— By" They 
began small and kept at it. o like- 
wise. Address orders, YRINTERS" INK. 10 bn 
St., New York. 


CQ CLOTHIER IN EACH TOWN. 
The one who first sends me fift 

cents will get eight 6in. double 
col. and four 6in. single col. 
clothing ads that have never 
b: en used before, Seeteney 
written and well displ layed, 
ell ae to send to the pape 

JOHN ARTHUR, care Printers’ Ink, 

10 pl. St., New York. 
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ODERN business is like 


warfare, and although the | 
sinews are of a_ peaceful /f 






character, the contest de- 





pends on good generalship, 





modern weapons and a 





strategy that goes hand in 
hand with constant vigil- 





etre 






Advertising, skillfully and rightly 
directed, always taking advantage of 
changed conditions, is one of the 
modern weapons that carry within the 








element of commercial victory. Such 
advertising must be well planned, well 
written and well placed. 

We like to hear from business 
men who want such advertising. 

We plan, write, illustrate, print 
and place publicity; we do all of these, 
or any desired part of them. 




















If interested, call gon or write to 


GEO. P. ROWELL & CO. | 


ADVERTISING AGENTS, 

















10 SPRUCE ST., New York. [ff 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 

tar Issued every Wednesday. Ten cents a 
copy. Subscription —, five dollars a year, 
in aavance. dollars a hundred. No back 
num 

Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop- 
ies for $30. a larger number at the same rate. 

t#- Publishers desiring to subscribe for PRINT. 
ERS’ INK for the benefit of — yy may,on 
aeisontion, obtain special confidential terms. 

(If any person who has not paid for it is re- 
cziving PRINTERS’ INK it is because some one has 
subscribed in his name, Every ny paper is stopped 
at the expiration of the time paid 

ADVERTISING RATES - 

Classified advertisements 25 cents a line: six 
words to the line, measure; display 50 cents 
a line; 15 lines to the inch. 00a page. Special 
pgp pes twenty Ave, per cent additional, if grant- 

; discount, five per cent for cash with order. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears, ent Hill, E.C. 








~NEW YORK, JULY 2 2, 1902. 


THE study of a ae is all 
right as a recreation, but it should 
not be taken too seriously. 








Aw ad in the daily newspaper 
presents its proposition to prospec- 
tive customers when they are in 
the mood to be interested and en- 
lightened. 


THERE is a trade in summer as 
well as in the fall or spring—not so 
much of it, to be sure, but trade 
there is, and trade is what every 
advertiser wants. If there is not 
so much going during the heated 
term, then there is so much the 
greater reason why dealers should 
advertise to catch what is going. 


IN advertising suppression is sus- 
picion. There is scarcely a man or 
woman but that has been deceived 
at some time by the speciousness 
of some advertisement, which fact 
naturally places them upon their 
guard. The advertiser need not be 
afraid to take the public into his 
confidence. He may speak’ out 
with confidence, in the assurance 
that this is the best way to sell. 


THE advertising agent should be 
quick to master the facilities and 
business methods of the seller, 
should be familiar with the buying 
habits of the public, and should 
bring buyer and seller together at 
the least cost. A good advertising 
agent is business man first, and 
writer second. “Fine writing” may 
astonish the multitude; but it is the 
right idea, properly put; that brings 
in the dollars—Powers & Arm- 
strong, Philadelphia, 
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ADVERTISING is the most val- 
uable assistant a business man can 
employ. 





UsuALLy, the more advertising 
a person does the more he can af- 
ford to do. 


A RECENT dispatch from Bangor 
to the Lewiston, Me., Evening 
Journal says: 

Hon. J. P. Bass, publisher of the 
Bangor Commercial, was arrested here 
on a warrant, charging him with pub- 
lishing in his my on May 24, an a@- 
vertisement of a Boston liquor firm. The 
complaint was made by Ed. H. Emery of 
Sanford. 


Work is rapidly advancing upon 
the new building of the Boston 
Journal, which is to be fourteen 
stories high and built with every 
modern architectural appliance and 
safeguard. One very interesting 
feature to be embodied is a cir- 
cular internal tower, built of 
brick and running from the ground 
to the roof. This tower, which 
is to be used as a fire escape, will 
contain a circular iron stairway, 
and be connected with each floor 
by a fire and smoke-proof iron 
door. 


Mr. Epwin D. De Wirt, who 
succeeded Mr. F. James Gibson as 
advertising manager of the Even- 
ing Telegram, is a college gradu- 
ate, only twenty-eight years of 
age, and appears to be making his 
mark as a man of ability. He was 
recently called to Paris for an in- 
terview with his principal, James 
Gordon Bennett. In many cases 
the sea voyage tends to terminate 
the engagement of Mr. Bennett’s 
employees but in the case of Mr. 
De Witt it is said to portend some- 
thing quite different. 





Hotp1Nnc on is the winning card 
in advertising. The bulldog, the 
most successful fighter of the ca- 
nine family, catches hold and stays. 
Results rarely are immediate in 
any adventure or enterprise. As 
soon should one expect to reap in 
the evening a crop from the sowing 
of the morning as that the adver- 
tiser should think that every dol- 
lar he puts in publicity will bring 
results by the return mail. Time 
is a factor in advertising. and one 
which it is well to consider if one 
would escape disappointment. 
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THE advertising that brings the 
same people day after day is the 
only kind that brings permanent 
success. 

Everysopy knows that Chicago 
is larger than Philadelphia but it 
is not everybody that knows that 
Cleveland is larger than Cincinnati 
and that Buffalo is also larger than 
Cincinnati, San Francisco or Pitts- 
burg. 








THE wholesale condemning of 
any special means of advertising 
is open to criticism. What may 
not be good for one may be help- 
ful for another. The billboard, or 
street car, or back of a man, or 
theater curtain, each has its advan- 
tages for certain businesses. It 
may well be agreed that the news- 
paper is the chief among all the 
methods; yet men have found the 
circular, catalogue, booklet, and 
postal card profitable modes of 
publicity. Whatever method will 
attract attention merits favor from 
some advertiser. 


Mr. G. O. SHIELDs, publisher of a 

New York magazine called Recreation, 
is a very tired man notwithstanding the 
exhilarating influence of his pleasure- 
promoting periodical. Mr. Shields’ 
fatigue has been largely added to of 
late by finding in his mail certain 
over-sized mailing cards calling his at- 
tention to a correct method of stating 
his circulation if he should wish to 
have it accurately quoted in the Am- 
erican Newspaper Directory. Few 
things fatigue a man so much as to be 
told with particularity how he may ob- 
tain something that he would very 
much rather not have. 


Tue Richmond & Backus Com- 
pany, of Detroit, Mich., have re- 
cently exploited their Loose Leaf 
Ledgers in Cuban papers, and find 
that the people of the new repub- 
lic are peculiarly susceptible to 
every description of modern _con- 
venience. Ads in Diaria de la 
Marina, Havana, produced most 
satisfactory returns, and the tenor 
of the replies proved that Cuban 
business men are ready to take 
advantage of anything that will 
help them do business more quick- 
ly or easily. Space in Mexican pa- 
pers brought ‘results that were 
fully as gratifying. 
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ADVERTISING sells things that 
people want far more often than it 
sells things that they do not want, 
and part of its mission is to ac- 
quaint them with their own needs. 
As a rule, the article sold to some 
one who afterwards discovers that 
it was not neeced would better 
have remained on the advertiser's 
shelves. 





THREE things are necessary in an 
advertisement in order to make it 
“pull.” The first essential is that 
it shall contain some line, or lines, 
that shall arrest the attention. 
Secondly, it must have matter in it 
that will hold the attention until all 
of the facts have been read and 
digested. Thirdly, it must give as- 
surance of something that will be 
to the advantage of him who reads. 
These three facts should be kept 
constantly in mind by the writers 
of advertisements. 


A CORRESPONDENT of the Sun 
complains greviously of the prac- 
tice of stuffing circulars and other 


advertising matter into the mail 
boxes of flat buildings. The boxes 
frequently become so congested 


that there is no room for postmen 
to deliver legitimate mail. A law 
becomes a dead letter through non- 
enforcement. It is difficult to see 
how advertising matter delivered 
under such conditions can benefit 
the merchant who pays for printing 
and distribution, yet this is a com- 
mon abuse of all cities, far more 
worthy of suppression than the 
comparatively unobtrusive _ bill- 
boards. 


ALMost any kind of advertising 
will bring results of some kind, 
but there is the greatest diversity 
conceivable in the volume of re- 
turns. Nor is it possible to desig- 
nate for the guidance of others just 
what media are best. One must 
learn this for himself. It is a 
knowledge which comes of experi- 
ence only. There are certain well 
defined and as well known rules 
which are general in their charac- 
ter, such as that circulation is a 
most important consideration; that 
daily papers are more desirable for 
a majority of businesses than any 
other, etc., but specific knowledge 
can come only of experimentation. 
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Goop company is just as desirable 
in adyertising as in anything else. 
Many an advertising “dog Tray” 
has been killed for being in bad 
company. 





Day by day, week by week, year 
by year the great mass of adver- 
tising sloughs off grandiloquent lan- 
guage, double dealing, half truth 
and dishonesty, and takes on new 
qualities. A “sucker” is born every 
minute as of yore, but the methods 
of catching “suckers” and dealing 
with them are being radically alter- 
ed. True, there is still the wily 
mail order man, the man who sells 
tips on races and stocks, the adver- 
tiser who sells shares in oil com- 
panies and coal mines (incorporat- 
ed in West Virginia and the Da- 
kotas) and the get-rich-quick ad- 
vertisers in many forms and 
fashions. 





THE effectiveness of circulars is 
frequently, and far too frequently, 
marred by undue length. A circu- 
lar is a circular. No art of the 
printer or stenographer can dis- 
guise the fact. Being general in 
their character, they should not be 
supposed to attract and hold the at- 
tention like a personal appeal. To 
be of effect, they should be direct, 
laconic and free of any suggestion 
of circumlocution. Caesar report- 
ed a memorable conquest in three 
words and Perry his victory on 
Lake Erie in nine words. As no 
other class of advertising, the cir- 
cular should be boiled down to the 
fewest number of words. 


Goop advertising is written from 
sound convictions. When the ad- 
vertiser is writing the plain truth 
about his goods, thoroughly con- 
vinced of their merits and intent 
upon conveying his convictions by 
means of words, he _ invariably 
chooses little Anglo-Saxon ones. 
When he writes merely for the 
sake of saying something to print 
in his space, he laboriously strings 
together Greek and Latin words of 
five syllables, giving more attention 
to sound and euphony than to truth 
or sense. This sort of advertising 
may be admired for its literary tin- 
sel, but it cannot convince. No 
conviction was put into it, and 


none can ever come out. 
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THERE are advertisements so in- 
geniously written—so _ cleverly 
worded, that readers of papers look 
for them in the confidence that 
they will find in them what en- 
tertains. This may not mean nec- 
essarily that they persuade and 
win buyers; it is a very satisfactory 
evidence of good work, and event- 
ually cannot fail of bringing grati- 
fying results. 


To the young man who will 
study its principles and learn to 
apply them, advertising offers an 
attractive career. Much of the 
drudgery and time needed to work 
up through older callings, wait- 
ing upon slow promotions, are 
avoided, for advertising is unique 
in that knowledge of it puts one 
upon a footing with its leaders. 
Many a bright young. man _ has 
stepped out of a position as ad- 
vertising manager or adwriter and 
begun business for himself. Of 
course, not every young man can 
rise in this calling, any more than 
in another, and the youngster with 
small capital would better be sure 
of his every step before he invests 
it in advertising space. But to the 
youth who has the advertising 


“instinct,” coupled with a knowl- 
edge of business, it offers many 
chances. 


THERE is an antiquated proverb, 
that fine clothes do not make a 
gentleman. In theory this is true 
enough, but in every day life the 
fine clothes help very: materially 
in the estimate which men place 
upon the character and standing 
of those they meet. Appearances 
count for a great deal in social life, 
in business and everywhere. Ad- 
vertisement writers should bear in 
mind this potent fact. A slouch- 
ily dressed advertisement makes a 
bad impression. It should be neat 
in its speech and neat in its typo- 
graphy or illustrations. Readers 
are human and they judge by ex- 
ternals. Men determine a tree by 
its fruit, and they judge a busi- 
ness house by its advertisements. 
If the latter are clean and neat, 
attractive and pleasing, the readers 
of them conclude that the adver- 
tiser has what is nice and proper 
to offer. They judge him individ- 
ually by his advertisements, 
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WALL street brokers are known 
as experienced men and what they 
do in the way of publicity may be 
worthy of emulation, as far as it 
goes. Among these very shrewd 
people, it is a rule not to send out 
circulars with a one-cent stamp. 
They seal them and they pay for 
them letter postage, their own prac- 
tice teaching them that letter-paid 
mail is most likely to get beyond 
the office boy. 


THERE is a fortune for the ad- 
writer who will come forward 
brimful of new ideas. It is singu- 
lar how infrequently one is startled 
by the really novel and unique in 
advertising. There is any amount 
of clever and really clever adv ertis- 
ing. One sees much to praise in 
the composition and arrangement 
of current advertising. But the 
startling, the surprisingly unique, 
occurs rarely. Yet it is this that 
will arrest the attention when the 
best artistic effects fail. And it is 
the attention that first must be 
held. Without this there can be no 
convincing and persuading. It is 
just possible that the adwriter un- 
dertakes too much. It may be that 
if he labored more to bring out 
what is “out of the common” he 
would be as successful in this di- 
rection as he now is in the writing 
of what is clever. Should he suc- 
ceed therein, he practically could 
name his own price for the result 
of bis labors. 


INCESSANT boastfulness calls to 
mind this little clipping from the ex- 
perienced PRINTERS’ INK: 


The circulation of the Sunday Amer- 
ican and Journal is greater than the 
combined circulation of the World, 
Tribune, Press and Times.—New York 


Journal, Sunday, May 25, 1902. 

The official figures of the news com- 
panies show that the morning and Sun- 
day net paid New York City circulation 

of the World every week is over 500,000 
greater than that of any other paper—or 
an actual excess of two millions a 
month.—New York World, Monday, 
June 2, 1902. 

Printers’ INK will pay one hundred 
dollars for an honest circulation state- 
ment from either of the two’ papers 
named above. 

Circulation statements are as com- 
mon and worthless as sparrows; but 
an “honest” circulation statement— 
aye, there’s the rub! The P. I. is very 
safe in offering $100 for one.—7vroy, 


NX. Y., Press, June 24, 1902. 
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PEoPLE who have time to read 
long advertisements usually have 
little money to spend. 


THE June Strand contains an il- 
lustrated article upon “The Hoard- 
ings of the Air,” describing bal- 
loons made by M. Lachambre, the 
Parisian expert who makes airships 
for Santos-Dumont and _ several 
European governments. These ad- 
vertising balloons take the form of 
animals, grotesque men _ and 
women, clowns and other oddities, 
and are sent up at fairs, races and 
places where they will be seen by 
a great concourse of people. Great 
fish are used to advertise salmon 
and sardines, oxen to exploit beef 
extract, and so forth. Smaller 
ones are made to float outside of 
shops and attract attention to win- 
dows. A very large one was re- 
cently used to advertise perfume, 
being made in the shape of a huge 
bottle with a gigantic label painted 
on it, and carrying aloft a car con- 
taining thirty persons. Each trip 
cost $2,000, but the amount of at- 
tention and comment aroused per- 
haps justified the expenditure. 

—_— 

A WasuincrTon, D. C., rress dis- 
patch dated June 23, 1902, says 

Justice Barnard, in the Supreme Court 
of the District of Columbia, to-day re- 
fused to dissolve and continued the in- 
junction now standing against the Post- 
master-General, in what are known as 
the mail order cases, until the final hear- 
ing. These are the suits wherein a tem- 
porary injunction was obtained before 
the late Justice Bradley in April last by 
counsel for the Popular Fashions Com- 
pany of New York, William Gannett, 
publisher, Augusta, Me.; George M. 
Willis Publishing Company, New York; 
the Sawyer Publishing Company, Water- 
ville, Me., and Lane’s List, Augusta, 
Me., restraining the Postmaster-General 
from charging third class rates of post- 
age instead of second class rates on some 
thirteen different publicaticns issued by 
the complainants. 

A former hearing of the cases was had 
on May 3. before the late Justice Brad- 
ley, who then denied the motion of the 
Postmaster- General that the complainants 
be required to deposit with the post- 
masters at the place of mailing the dif- 
ference between second and third class 
rates of postage, a sum equivalent to 
about $s0,000 per month. 

All of the publications involved have 
been carried at second class rates for 
periods ranging from five to twenty-five 
years, and the attempt made to deprive 
them of newspaper privileges is based 
upon an order issued by Postmaster- 
General Smith, in Tuly, 1901, conning 
second-class mail privileges to so- calle 
premium publications. 
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A SMALL ad ought to make up in 
strength what it lacks in size. 


THe Cincinnati Post publishes 
daily at the head of its editorial 
column a guarantee to advertisers 
that its daily average bona fide cir- 
culation for the twelve months end- 
ed December 31, 1901, was 40,000 
greater than that of any other daily 
newspaper published in the State 
of Ohio, the Cleveland Press alone 
excepted, or no charge will be made 
for advertising. 


J. E. Cowes, manager of the 
cigar department of Austin, 
Nichols & Co., New York's leading 
wholesale grocery house, has in- 
stituted an elaborate “premium” 
system in connection with the sale 
of “Sweet Violets,” the five-cent 
cigar, which through his exploita- 
tion has reached a sale of over 
12,000,000 annually. Said Mr. 
Cowles on the subject: “I have 
taken exactly the reverse course 
with my ‘premiums.’ Instead of 
seeking to excite the consumer's 
efforts to acquire the certificates 
necessary to win the premiums, we 
direct our efforts in interesting the 
dealer. Our argument is that the 
wise consumer cannot help think- 
ing that if you give him premiums 
with his cigars, you are subtracting 
the price of the premiums from the 
cigars themselves, and consequently 
that the quality of these must be 
inferior to those sold on merit 
alone. So I determined that the 
efforts of the dealer could so great- 
ly increase the sale of ‘Sweet Vio- 
lets,’ that the price of the pre- 
miums would be made out of the 
greater volume of sales thus made. 
I am a great believer in the abili- 
ty of the dealer, and believe he can 
influence all of his patrons—surely 
1is regular ones. Ww ith a cigar 
possessing the merit of ‘Sweet Vio- 
lets’ he gives his customers full 
value, and with those who under- 
stand tobacco, he ought to build 
up a permanent demand for it. On 
this assumption, you see that we 
can afford to give fine premiums. 
Each box of fifty ordered entitles 
the dealer to one certificate. The 
premiums range from two certifi- 
cates for a cigar cutter to fifteen 
hundred for an ‘orchestral grand’ 
piano. You see we make them 
worth while.” 


THE consciousness of a feeling 
of good will and love toward 
others is the most powerful and 
most healthy tonic in the world. 
It is a wonderful stimulant, for it 
enlarges, sustains and ennobles life. 
It kills selfishness, and_ scatters 
envy and jealousy. A _ habit of 
thinking generously and kindly of 
every one has a marvelous power 
of transforming one’s life. It har- 
monizes all faculties —Success for 
June. 





“[ WANT to express my appre- 
ciation of Printers’ Ink. I have 
read it from the first number to 
the very last, and have a complete 
file of copies, bound and at hand 
for use in the daily work of this 
agency. It is, to my way of think- 
ing, the only advertising journal 
that treats advertising from the 
practical standpoint. Some of 
those that have come into being 
since PRINTERS’ INK was establish- 
ed have real merit, but none of 
them are so persistently active in 
obtaining facts about actual adver- 
tising—the methods, principles, suc- 
cesses and failures of men who are 
using publicity in a practical way 
every day of their lives, and who 
have been made by the use of ad- 
vertising space. There is too much 
theory in the vast mass of stuff 
published about advertising—too 
many pretty things that have a 
pleasant sound. The interview is 
the most practical way of arriving 
at true principles, and I seldom 
neglect those published by the 
Little Schoolmaster. I find hel 
and suggestions in those that treat 
of advertising failures. Success 
is inspiring, but failure is instruc- 
tive. Advertising is largely a mat- 
ter of avoiding unprofitable me- 
thods and mediums—in knowing the 
things that cannot be done. If 
you can avoid the pitfalls that have 
been discovered by others you will 
come very near to making your 
own publicity profitable. Print- 
ERS’ INK seems to have a force 
of bright young men who are 
peculiarly keen at ferreting out 
these pitfalls, and the amount: of 
vital matter that it publishes in a 
year can hardly be equalled by all 
of its offspring put together.”—C. 
A. Brownell, of the Brownell & 
Humphrey Agency, Detroit, Mich. 
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Your advertisements ought to 
possess a distinct character. They 
ought to differ in some respects 
from the advertisements of all 
other advertisers. 


“THE first duty of an agency or 
advertising writer is to do the best 
for a client, regardless of his pre- 
judices, whims or theories,” said 
a well-known agent recently. “I 
do not mean that the agent will do 
better advertising if he opposes the 
man who is buying the space, but 
1 do think that too many agents 
follow methods that they know to 
be wrong just because they are 
afraid to oppose aclient. If adver- 
tising cannot be done upon the 
lines of the agent’s experience he 
can gain little by restraining a 
client who will not listen to reason, 
and would better lose his business 
at the outset than after he has 
spent his money and failed to bring 
him a return. The one character- 
istic of the new advertiser is his 
eagerness to try all mediums at the 
beginning. of the campaign. He 
must be held back at all hazards. 
The second characteristic that he 
develops is his desire to retrench 
at the end of three or four months. 
At this period he must be spurred 
on. Then a manufacturer or re- 
tailer is likely to be deeply preju- 
diced against his competitors. He 
is closer to them than to the agent. 
He looks upon advertising as 
something that is to help him crush 
them, and unless the agent changes 
his views or ignores them alto- 
gether he will spend-his appropria- 
tion in the effort to annihilate 
them, and will neither do them any 
material harm or obtain any tan- 
gible results for himself. if the 
agent will curb his client at the 
heginning of the campaign, appiy 
the spurs after it is going well and 
refuse to use space for anv purpose 
other than appealing. to the public, 
he will be rendering good service, 
and in time the advertiser will 
defer to his judgment and exper- 
ience. An agent or adwriter is 
like a docter or lawver. If he has 
any knowledge at all it is special 
knowledge, and he must carry on 
his work just as doctors and law- 
vers do, letting the patient have 
little to say about methods. ' 
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ENERGY, enthusiasm, enterprise 
and a firm belief in advertising are 
the chief characteristics of most 
merchants 


who win success. 


HERE are some interesting facts 
about daily papers recently given 
to a PRINTERS’ INK reporter by a 
national advertiser who does his 
own placing. “In my experience,’ 
he says, “there is just one daily 
in the United States whose rate 
cannot be hammered down. That 
is the Chicago Daily News. And 
I am getting advertising space at 
rates as reasonable as any adver- 
tiser in the land. There are many 
papers that adhere to their card 
rates, notably those of Boston, but 
they will give anything in the way 
of special or extra inducements— 
reading notices, matrices, cuts, 
electrotypes or composition. I 
don’t care to name names, but be- 
tween you and me our company has 
spent very little money in the past 
two years for pictures, electrotypes, 
matrices or etchings. As for free 
reading notices, we get them in 
great abundance. I find it good 
policy to send a column. Small 
paragraphs are thrown out, but a 
column notice staggers publishers, 
apparently, and they boil it down to 
a paragraph. The Chicago News, 
however, is unassailable. You pay 
your money for its space, or you 
do without it. I believe that its 
circulation statements are thor- 
oughly honest, and I like the regu- 
larity with which they are sent out. 
The Chicago Tribune has been off 
our list for several years now, just 
because we cannot find out what 
we are getting for our money. They 
never issue a statement inany form, 
and their solicitors will enter into 
no contracts based upon circula- 
ion. I have frequently urged them 
to make some sort of a statement. 
Only the other day their man was 
in here, and I offered to take a 
good slice of space if he would tell 
me the least thing about circula- 
tion. ‘Say that you have fifty 
thousand—or twenty-five thousand. 
Tell me that you have five thov- 
sand—just give me anything that 
will let me know what I am get- 
ting.” He hedged, however, and 
the upshot of the matter was that 
we are still out of the Chicago 
Tribune.” 
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THE expected increase in the ex- 
ports to Africa has already begun. 
The exports from the United 
States to Africa in April, the latest 
month for which the details of our 
exports have yet been received by 
the Treasury Bureau of Statistics, 
were greater than those to all 
South America, and were more 
than fifty per cent greater than 
those of April in the preceding 
vear. For the ten months ending 
with April, 1902, they amounted to 
$28,055,179, against $22,070,133 in 
the corresponding ten months of 
the fiscal year 1902, and $15,858,286 
in the corresponding months of 
1900. The chief increase 1s_ to 
British Africa, which takes about 
eighty-five per cent of our exports 
to Africa. To British Africa alone 
our exports during the month of 
April, 1902, were $2,763,833, against 
$1,817,101 in April, 1901; and for 
the ten months ending with April, 
1902, were $24,708, 612, against $18,- 
437.315 in ten months of 1901, and 
$13.168,062 in ten months of 1900. 
Relative to the prospective growth 
in the commerce of Africa and the 
probable increase in its consuming 
power with the return to peace and 
commercial activity, a merchant 
who had recently returned from a 
tour to South Africa says: “With 
regard to the future of trade, with 
the advent of peace, there will un- 
doubtedly be a great boom all 
through the country. A lull conse- 
quent on the removal of part of the 
military forces and the refugees 
may perhaps affect the trade of 
Cape Town, which is, and always 
will remain, more or less local, and 
concerned with the western dis- 
tricts of Cape Colony; but no such 
effect will be felt elsewhere, for it 
will be necessary for some consid- 
erable time to keep a large military 
force in the country, and this will 
as a consequence involve a con- 
tinuance of a considerable amount 
of military expenditure. Large 
camps will be set up at certain 
points. I have no doubt as to the 
certainty of the boom which will 
supervene after the war, but my 
only misgiving is that, with every- 
one rushing in to secure a share, 
it will be overdone, and a reaction 
set in.” 
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Farm Journal, Philadelphia, looks like 
a winner in the Printers’ INK contest 
for “the agricultural paper that best 
serves as an educator and counsellor for 
the agricultural population and _ best 
serves as a medium for communicating 
with that class.’”’ Readers have been 
sending in their- reasons for preferring 
the Farm Journal to all other advertis- 
ing publications, and here is the gist of 
what they say: Small, condensed; ar- 
ticles go right to the heart of things; 
an exponent of good, common sense; 
teaches carefulness and economy; teems 
with shrewd observations; ad columns 
are a hand book of farmers’ supplies 
that for usefulness and reliability have 
no equal in the world. —Pacific Coast 
Advertising for June, Los Angeles, Cal. 

According to the American 
Newspaper Directory the circula- 
tion of the Country Gentleman in 
I90I was 7,500 copies. The Am- 
erican Agriculturist printed of its 
three editions New England Home- 
stead 40,930, Orange Judd Farmer 
69,150, American Agriculturist 87,- 
885, a total of 205,465 copies for 
the Agriculturist and Country 
Gentleman combined. They are is- 
sued weekly. The Farm Journal 
appears monthly and in 1901 had 
an average issue of 519.433 
copies or nearer three times than 
twice the total combined output of 
its two competitors here consider- 
ed. An advertisement inserted in 
the papers named costs as follows: 
Country Gentleman, 40 cents a line: 





New England Homestead, 30 cents; 


Orange Judd Farmer, 40 cents; 
American Agriculturist, 60 cents. 
The American Agriculturist trio 
has a combination price of $1.25 a 
line, making $1.65 per line for the 
four papers, while the Farm Jour- 
nal’s highest price is $3.00 a line. 
A consideration of all these facts 
led Printers’ INK to cause the 
following paragraph to be engraved 
upon the Seventh Sugar Bowl and 
to forward the same to the Farm 
Journal with assurances of the 
Little Schoolmaster’s highest con- 
sideration: 


Aw NE 25TH, 1902, 
By PRINTERS’ | INK. “ The Little — 


THE FARM JOURNAL 

After a canvassing of merits extending 
over a period of half a year, that e. 
among all those published in the United 
States. has been pronounced the one that best 
serves its purpose asan educator and Coun- 
selor for the agricultural nopulation, and #s 
an effective and economice! medinm for com- 
municating with them th: ough its advertis- 
ing columny. 
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ANOTHER REASON WHY 
PHYSICIANS SHOULD 
ADVERTISE. 


Reputable practitioners in cities 
not only owe it to themselves to 
advertise by means of business 
cards in daily papers, but really 
owe it to the communities in which 
they practice. In fact, the cards 
of reputable surgeons, physicians, 
oculists, dentists and other medi- 
cal specialists in the dailies of 
large centers such as New York 
and Chicago would be the direct 
means of preventing much suffer- 
ing, and of saving many thousands 
of dollars each year to their citi- 
zens. In some cases it would un- 
doubtedly be the means of saving 
life. 

Consider the status of the aver- 
age resident of New York, for 
example. It is a great metropolis 
Few who live in it have wide ac- 
quaintance. Many are newcomers 
and strangers. There are thou- 
sands of men and women living in 
boarding houses and hotels who 
came to the city yesterday, or a 
month ago, or a year ago. A man 
or woman may live in New York 
ten years, and yet have few ties 
or associates. The ceaseless tides 
‘of transient visitors who flow out 
are even more isolated. 

These people know where to 
purchase food, clothing and neces- 
saries, but they have very hazy 
notions about places to purchase 
things not needed every day. So 
small an emergency as the search 
for a place of amusement often 
taxes their knowledge of the city. 
In such cases they turn instinc- 
tively to the newspapers. The 
young couple confronted by the 
emergency of being married are 
guided by the papers in most ne- 
cessities, from flowers to flat. In 
the emergency of sickness they are 
likely to know no reputable physi- 
cian, nor any person who can send 
them to one. The need for a phy- 
sician or dentist may not arise 
once a year. Little thought is 
given to the matter so long as 
health lasts. If the daily paper is 
resorted to there is every chance of 
falling into the hands of unscrupu- 
lous fakirs who work upon their 
victims’ fears, prolong their suf- 
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ferings and bleed them of consid 
erable sums of money. 

In cities the plain card suggest- 
ed by Dr. Cyrus Edson is the nat- 
ural modification of the reputable 
practitioner’s only present means 
of advertising—that by personal 
recommiendation. It would fight 
charlatanism upon its own terms, 
and put the means of finding help 
at the ready disposal of strangers. 
Such cards should be printed in 
the form of a physicians’ directory, 
in the style of the hotel and cafe 
directories that appear in most of 
the New York dailies. They 
should be inserted by young prac- 
titioners and old, and should give 
merely name, address, office hours 
and specialty. The space used 
would seldom exceed .three lines, 
and should not be permitted to ex- 
ceed six, hence the cost would be 
small. No argument should be 
used, nor should any advertiser 
be permitted to give anything other 
than the barest information. The 
directory should be treated as news 
rather than advertising of the reg- 
ular sort. 

The reputation of such papers as 
the Sun, Times and Evening Post 
would be a moral guarantee that 
the physicians who used this di- 
rectory were reputable. In fact 
it lies within the power of such 
dailiés to shatter the weakened 
code that hinders physicians from 
advertising. If a canvass were 
made to begin such a feature it 
would not be long ere there would 
be many voluntary advertisers. The 
directory ought to be prefaced 
with a few lines stating that phy- 
sicians whose cards appeared in it 
are trustworthy. Charlatans should 
be rigidly excluded by the physi- 
cians themselves, or the medical 
societies. Physicians of integrity 
would thus find a natural, digni- 
fied way of advertising, which 
would serve the purpose of bring- 
ing together the need and that 
which satisfies it. 

_ > 

THE abvatiden copy should be in 

harmony with the contents of the publi- 


cation in which it is placed.—The Mahin 
Method. 
——— «+e - 
UNTRUTHFUL advertisements appear 
just as humorous to the imposed-on pub- 
lic as the wonderfully made circulation 
claims of certain mediums appeal to the 
advertiser.—White’s Sayings. 























DRUGGISTS’ ADS. 
Jos. Fleming & Son, wholesale 


Prescriptions 


Bring your prescrip- 
tions to this store! 


You'll receive Pure, 
Fresh ingredients ac- 
curately compounded. 
That's the way we help 
the doctor to help you. 
We don’t charge extra 
for this high-grade 
service, but less than 
is usual with most 
drug stores. 


















Jos. Fleming & Son 
Wholesale and Retail Druggists 
410-412 Market Street 
Pittsburgh, Pa. 





are infinitely superior to 
most imported brands—grade 
for grade—because of their. 
absolute purity. Their low 
price: brings them within 
reach of the most modest* 


purse. Get Catalogue. 
50 cents per quart. 
$5.00 per doz. quarts. 


| Jos. Fleming & Son 
Wholesale and Retail Druggists 
410-412 Market Street 
Pittsburgh, Pa. 


20 Varieties 
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and retail druggists, Pittsburg, Pa., 
send the Little Schoolmaster a 
number of their advertisements. 
Space used, style of display and 
wording may be of interest to 
others, hence PrinTERS’ INK repro- 
duces a few of them here. 


Filling 
Prescriptions 


ts an important branch of our 
business. It requires: care, 
attention, and specific know!- 
edge of modern pharmacy. 
We have the best schooling 
and. practical: experience and 
can safely and. honestly assure: 
you the best possible service. 
We have a system of record- 
ing and checking which ab- 
solutely prevents mistakes. We 
use only the best drugs in 
filling prescriptions. These are 
points which ought to interest 
you occasionally. 

Our prices are always less 
than those usually charged for 
inferior services 


Jos. Fleming & Son 
Wholesale and Retail Druggists 
410-412 Market Street 
Pittsburgh, Pa. 
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GOOD ADVICE. 


Never do anything yourself that you 
can have done well, and save time and 
money, by having some one else who 
knows how do it for you.” This ap- 
ce to the use of an advertising agent. 

ou can have the use of men skilled 
in their profession, the benefit of their 
experience and intelligence, their office 
equipment, at the same time saving your- 
self the trouble of acting in any way 
Save as an employer of labor, all at 
absolutely no cost to yourself for their 
service and usually at an actual saving 
of money on the space used.—Batten’s 
Wedge. 


sont 


— Oe —— 


NEVER expect to make money by ad- 
vertising in a hap-hazard way—success- 
ful advertising is the persistent, con- 
sistent and continuous kind.—The Ad- 
visor. 
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A Country’s Greatness 





Our country’s greatness, its continual de- 
velopment, business opportunities, commercial 
fields, wealth and growth are so large that it is 
rather difficult to fully comprehend it. 

The American Newspaper Directory will 
assist advertisers to estimate and classify 
the country by sections. The Directory gives 
facts, figures and information which make 
the preparation of an advertising campaign 
easier and more economical than could be 
done without its assistance. 


Thirty-fourth Year. Over 1,700 pages. 
Cloth and Gold, $5.00. 
Send postpaid upon receipt of price. Address 


GEO. P. ROWELL & CO., Publishers, 
10 Spruce Street, New York. 
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THREE CHAPTERS ~~ ! 
SAID TO BE 17 
E. 

“Get after the Kuremquick Medicine 
Company and see if you can’t land them 
for a page,” said the business manager 
of a new mail order paper in New York 
to his banner solicitor. “Give em the 
regular song and dance. ‘Tell ’em we’ve 
got a guaranteed net paid circulatioa 
of 750,000 and every reader is chuck 
full of—what is the Kuremquick stuf 
supposed to be good for? 

‘Consumption I believe.’ 
ery good; tell ’em every one of 

our readers is full of consumption bacil- 
luses and glad to buy any old medicine. 
Say that our regular rate is $1,000 a 
page, but we will sell a trial page for 
$500, first, to show how easy it is to get 
rich by advertising in the Saleslady.”’ 

The solicitor departed, wondering as 
he had often wondered, why so many 
birds are caught with chaff; why the 
keen, shrewd business man is often the 
most confiding and unreflecting of mor- 
tals. 

Ween tie old yarn about big circuia- 
tions and certain results was told to the 
Kuremquick advertising manager, ne 
smiled as one does upon meeting a dear 
old friend who is loved despite his 
shortcomings. Yes, they would use the 
Saleslady with the understanding that 
a page would cost but $500, of which 
$300 would be paid on the spot. The 
remaining $200 would not be paid at 
all unless the advertiser received 100 
replies. ‘To make the test perfectly fair, 
the Kuremquick advertisement woe! | 
appear that month in no other publi- 
cation than the Saleslady. 

“Here’s where I get a raise in salary; 
that was a good piece of work if I do 
say it myself,” mused the banner sol- 
icitor as he pressed the button for the 


elevator. 

“One hundred replies? Well, I 
rather guess!”’ was the jubilant comment 
of the business manager of the Sales- 
lady when he heard of the bargain. 

When the issue of the Saleslady con- 
taining the Kuremauick advertisement 
was out, the business manager bustled 
into his office one bright morning, and 
before opening his mail, got ready to 
dictate. “Here, Miss Rattleboard, please 
take a letter.’ 

In a hard, mechanical voice the man- 
ager began dictating to a maiden witi 
bashful blue eyes. 

II. 

A week afterward the president and 
financial backer of the Kuremquick 
Medicine Company strolled into his ad- 
— manager's office smoking a fat 


a Well, how does the Saleslady pan 
out?” he asked. 
“Fairly. See that pile of replies?” 


a postal cards, eh? Let’s look at 


’ 

"The president sat by the window and 
began reading the cards with that pain- 
fully serious air so often noticed in idle 
men when they have a violent attack 
of attention to business. 

“They don’t say much,” remarked the 
president. ‘‘No symptoms nor nothing, 
I mean. Just requests for the book. 
Not a word about consumption and by 
ginger, every one of ’em spells our 


A STORY— 
TRUE. 


name wrong. Why is that, I wonder?” 
The manager looked puzzled. “it was 

all right in the proof. What’s the 
blunder?” 

“They all begin ‘Kuremquick’ with a 
‘C.’ Funny, ain’t it? 

“Mighty funny. I guess I’ll look into 
mS” 


After 103 postal cards, all with the 
same error in spelling, had come in, 
replies stopped altogether. 

“Going to pay that other $200?” asked 
the president, with a maddening grin. 

‘he advertising manager bridled his 
temper, and said he would not pay until 
he had consulted the firm’s lawyers, 
Messrs. Blitzenberg, Weinstein, Fogarty 
and Lefkowitz. He called at their offices 
in the Parnassus Building that very 
afternoon. Accustomed as they were :o 
displays of unreasonable emotion, the 
lawyers were not impressed by the ad- 
vertising manager’s fervid manner. ‘I hey 
agreed that the “replies” to the adver- 
tisement were highly suspicious. 

“Leave a few of the cards and we will 
make an investigation,’ said the junior 
member of the law firm. 

Next day the investigation began. A 
lawyer’s clerk of rare plausibility and 
assurance rang the front door bell of a 
“7%, cottage in Mount Vernon, N. Y. 

May | see Miss Lillie Gav? ?? he asked 
the young woman who opened the door. 

‘That’s me.” 

She was a tall, robust lass, with 
shoulders broad as a blacksmith’s, and 
a double chin. A critic might have con- 
sidered her rather too ample for beauty. 
She might have been interested in obes- 
ity cures, but scarcely in remedies for 
phthis 

“Miss Gay, did you, a few days ago, 
send a postal card to the Kuremquicx 
Company, of New York, asking for a 
book on consumption?” 

“I don’t know that that’s 
your business,” snapped Lillie. 

“In the narrow, personal sense, you 
are right,”’ the visitor answered, quietly. 
“It is decidedly none of my business as 
a private citizen Sut I happen to be 
a public officer. “The law has been vio- 
lated and I am seeking evidence. Nat- 
urally I prefer to get it by gentle means. 

don’t want to make trouble for any- 
body.” 

His* manner, more than his words, 
quelled the aggressive impudence of 
Lillie and she invited him to come in. 
he lawyer’s emissary sat on a_horse- 
hair sofa cunningly designed to speed 
the narting guest while Miss Gay chat- 
tered. 

Of course, she didn’t have consump- 
tion nor anybody in the family, thank 
the Lord. But a friend of hers—a 
gentleman—had a perfectly lovely posi- 
tion with the Saleslady and he wrote a 
nice letter—-would the caller like to see 
it? Oh, dear, no, not the least trouble 
in the world. One minute, please. She 
bounced out of the room with airy grace 
and came back with this letter, type- 
written on Saleslady paper: 

“You will find in the latest issue of 
the Saleslady an advertisement of the 
Curemauick Medicine Company of_ this 
city. You will notice that they offer a 
free book telling about a new cure for 
consumption. Won’t you please answer 
the ad on the inclosed postal card. You 
know I am employed by the Saleslady 
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and anything that helps the paper, helps 





me. So want this advertiser to get 
a lot of replies and I am asking my 
friends to aid the good work. I shail 
send yur the Saleslady free, for one 
year. Very sincerely, — 

“"“T see that the word ‘Kuremquick’ 
! ns with ‘C’ in the letter,’’ said tne 

or. “Isn’t that an error? 





I’m sure I don’t know,” replied Miss 
Gay. “Il never got the paper and I wrote 
name as it is in the letter. 
{laving obtained Miss Gay’s 
to keep the letter a few days, 
envoy departed. 


permis- 
the 


III. 


the time came for making up 
issue of the Saleslady the busi- 
ness manager of the paper called the 
banner solicitor into his private office, 
and suggested that he run down and 
see the Kuremquick people and try io 
get them for a page again. 

‘Do you think they have heard enough 

from the ad by this time to warrant 
their going in again?” asked the solici- 
, who seemed to be a little doubtful. 
y dear young man,” began the 
“I would not think of sending you 
down there again unless knew, be- 
yond all doubt, that their page ad had 
broug sht them even more replies than 
they tied us down to.” 

The solicitor, accustomed to obeying 
orders, departed, but despite the assur- 
ance of the husiness manager, he still 
had some misgivings about results. 

With a cheerful “Good morning, sir,’ 
the banner solicitor opened fire on the 
advertising manager of the Kuremquick 
concern. 

“We can count 
page next month, 


When 
another 





on you for another 
I suppose?” 

I hope the prospects of 
are better than 


“Young man, 
your 


soul’s salvation 
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your chances of getting any more bust- 
ness from us. But oubt it.’ 
“Didn’t you get any replies?” E 
“Yes, we received over 100.’ 
“Then what’s the tbat hee 
“Now see here, if your boss took me 
for a schoolboy, he was mistaken. Tell 
him I said he should have had his one 
hundred friends each send a dollar for 
the medicine, and then dumped the medi- 
cine into the East River. Then he 
would have been ahead $400, for we 
would have had to pay the remaining 
$200. As it is, he won’t get a cent, for 
we shall compel him to refund the $300 
given in advance. All further nego- 
tiations wiii be conducted by my law- 
. Good morning. 
And he showed the banner solicitor 


The ~etter of ads was nonplussed, for 
he knew not why the indignation of the 
Kuremquick man. 

A council of war in the Saleslady 
office resolved to give back the $300, 
if they could get the advertiser to vive 
up the postal cards, because as the pub- 
lisher sadly remarked, these medicine 
fakirs are an unscrupulous lot and 
there’s no telling where their spite might 
end. They gave up the $300 and got the 
postal cards back. But the wily Kurem- 
quick man preserved a few—just tor 
keepsakes. 

ood a 

Tue public approval of any proprie- 
tary article of trade is evidence that 
such article has stood the test, as re- 
gards merit.—Progressive Advertiser. 

-_ + 

NEVER get into the advertising game 
with the idea that the direct returns will 
furnish ample capital to keep you going 

this sometimes happens, but not often. 
—The Advisor. 
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A WALL SIGN ON THE BUILDING OF ROGERS, PEET & CO. "Ss NEW STORE ON 13TH STREET. 


SKETCHED BY A PUPIL OF THE LITTLE SCHOOLMASTER FROM A POINT ON UNION SQUARE. 














ADVERTISING A LOCAL 
HOTEL 








It is a comparatively easy matter 
to advertise generally the hotel that 
can be generally patronized. It 
is much more difficult to succeed 
in advertising the simply local 
hotel to the general public. 

An instance of the latter kind 
can now be seen in the borough of 
Brooklyn, where much attention is 
being given to the publicity—in 
many forms—of the St. Mark's 
Avenue Hotel, corner of Bedford 
avenue and St. Mark’s. It is a 
private family hotel, practically 
“out of the hurly-burly” of city life 
and yet reachable easily from all 
sections. It makes no ciaim to the 
ornate glory and luxurious splen- 
dor of other city hotels. Its one 
little plea is ““cosey comfort” to be 
had at a moderate cost. 

L. A. Johnson, the present pro- 
prictor of the hotel, spends about 
$3,000 a year in advertising it to 
the Brooklyn public, or rather, to 
certain sections of the Brooklyn 
public. In newspapers he has used 
the four published in his borough 
but leans decidedly to the Brook- 
lyn Eagle as the best, and, in fact, 
has this season cut off all others. 
His argument is that the Eagle is 
read by the class of people he is 
seeking—the quiet, genteel, well- 
to-do classes who are fond of home 
comforts in preference to lavish 
display. 

In addition to the Eagle Mr. 
Johnson uses cards in certain lines 
of street cars that run through the 
most fashionable districts, and also 
one or two of the “L” road lines. 
These cards are a series of pithy 
particulars about the quiet comforts 
of the hotel, the economy and sat- 
isfaction of living there, and the 
ease with which the hotel can be 
reached from any section of Great- 
er New York. 

The cards are changed every two 
or three weeks, as it is Mr. John- 
son’s idea of an advertisement that 

“familiarity breeds contempt.” 
Consequently he will not let any 
ad remain in the cars too long, 
but is continually changing. Lach 
card is written with a view of 
impressing one point upon the 
reader and driving that one point 
home. The excellent table, the 
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comfortable bedrooms, the absolute 
safety from fire, the superior ser- 
vice, the actual economy of living 
there, are severally touched upon 
in a terse and convincing style. In- 
cidentally it may be said that a 
married couple can have a suite of 
rooms there with board and atten- 
dance for $20 per week and up- 
wards, the higher rates being 
charged for the lower floors. 

Booklets are occasionally issued, 
setting forth the advantages of liv- 
ing in the hotel in preference to 
ordinary boarding houses, and 
pointing out what a boon it is to 
young married couples to avoid the 
first housekeeping troubles by re- 
siding in the St. Mark's until ac- 
customed to their new life. All 
the care and expense of preliminary 
furnishing, the hiring of servants, 
purchase of food and other necessi- 
ties cooking, cleaning—everything 
of this kind is saved them by a 
sojourn at the hotel. The title of 
the last booklet is “Probably Meant 
for You,” which is all that is seen 
on the cover—a sort of tempta- 
tion to read within. 

Mr. Johnson also gives away to 
his male friends and acquaintances 
a pretty little brass box of matches 
which are especially made in Eng- 
land for him by Bryant & May, 
and bear on one side the adver- 
tisement of the hotel. He believes 
that this is a good advertisement 
for him and there are certainly 
many of them in the vest pockets 
of Brooklynites and New Yorkers. 

Occasionally circular letters bear- 
ing a two-cent stamp are sent out 
to a list of names taken from the 
Elite Directory of Brooklyn, and 
Mr. Johnson also keeps an eye on 
the society items in Brooklyn, and 
when engagements are recorded, or 
notices of coming marriages ap- 
pear, the “gentleman in the case 
is sure to receive a letter and : 
booklet about the St. Marks yn 
ue Hotel. 

But the management is very 
particular about the guests that are 
taken in. Socially and financially 
they must have references, and the 
hotel positively refuses to receive 
transient guests. But the persis- 
tent advertising manages to keep 
the hotel respectably filled with 
desirable patrons all the year 
around, 





He 
pend 
send 
diffe 
size. 
tive 
pe nc 

ot Cc 
busi 
Litt 
pro 





PRINTERS’ INK. 


EFFECTIVE CARDS. 


Hewes & Potter, makers of sus- 
penders, 87 Lincoln street, Boston, 
send a collection of about thirty 
different cards, 3%x5% inches in 
size. They certainly make effec- 
tive inclosures in a firm’s corres- 
pondence to the trade. The idea is 
of course applicable to any other 
business and to promote it the 
Little Schoolmaster herewith re- 
produces some of them: 


DEPENDABLE 
“HOLD UPS” 


—— 
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1 SUSPENDERS 
rs FOR 
EXTRA LONG 
MEN 


50¢ 


The 


SUSPENDER 
DUPLEX ENDS 
ALL ELASTIC 


SuGGEsTIon is the life of growth 
in thought and expression. One 
should not imitate as a sheep or 
monkey, but it is proper enough 
to learn from all proper teachers. 
That adwriter is not likely to keep 
up with the others who fails to 
study what they are doing. The 
diseasc of being stuck on one’s 
self is a serious malady. 








ANSWERING ADS. 


The getting of a position through 
advertisements involves three 
steps, the application, the inter- 
view, and the trial or test. 

The application involves several 
things, all so important that failure 
in any one of them means failure 
in everything. The first of these 
essentials is quickness. If the ad 
appears in the Sunday paper, the 
probability is that the advertiser 
will stop at the newspaper office 
Monday morning when he goes 
down to business and get the 
answers already there; and as there 
are several thhundred men after 
the same position, the probabilities 
also are that he will find more than 
enough to choose from and that 
later answers will be thrown away. 

Next to promptness is the neces- 
sity of putting in a convincing let- 
ter of application. Remember that 
the employer will select or reject 
you for an interview according to 
the impression which your letter 
makes upon him, so don’t be afraid 
to speak well of yourself. Mod- 
esty is a great virtue in its place, 
but it has no place in a letter of 
application. The employer does 
not know you, you are supposed to 
know yourself; so, if your letter 
indicates that you have no confi- 
dence in yourself, why should he? 

Of course, you give references; 
they are always expected. They 
should not be too few, nor, on the 
other hand, so numerous as to ex- 
cite suspicion. If you happen to 
be short of good references because 
of short experience, or through 
being a stranger, don’t be afraid to 
bluff a little there. Give the ad- 
dresses of any good people who 
know you. 

So much for the application; 
now for the interview. The man 
who does not know enough to pre- 
sent himself for inspection with 
clean face and hands, clothing and 
linen as neat as possible, no liquor 
‘on his breath, businesslike manner, 
head up and looking his man 
straight in the eye, has no busi- 
ness to be looking for a position 
and is not likely to get it. 

But there are other things, less 
elementary but equally important. 
From the moment your foot cross- 
es the office threshold remember 
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that you are to be “sized up.” 


Never lose sight for a moment of ~ 
the fact that your every look, ges- 


ture and word is making an im- 
pression on the employer’s mind 
either for or against you. Be in 
no hurry; think before you speak. 

In reply to a question give all the 
answer which is necessary and 
proper, and then stop. 

There is always danger in vol- 
unteering information when you 
are under examination anywhere. 
You are liable to put your foot in 
it when you least expect it, for 
some men have prejudices which 
are easily excited by any chance 
remark and they stick like fish- 
glue to an idea which once finds 
lodgment in what they call their 
minds. 

Of course, vou think over what 
you will say before going to the 
interview. You know beforehand 
just about what questions are like- 
ly to be asked, and the answers 
should be already framed in your 
mind so that it will be easier to 
speak frankly and promptly. 

In regard to the test or trial 
little needs to be said. The time 
of danger generally begins in the 
second week. During the first 
week the “new man” is usually 
keyed up to concert-pitch by the 
novelty of his surroundings, but as 
soon as he gets well used to the 
position there is great danger that 
he will begin to feel sure of it and 
“let down.” He forgets that he is 
still on trial, that the “old man” is 
furtively watching him, and still 
has in his drawer the applications 
of all those others, any one of 
whom will gladly step into his 
place if he fails to stand the test. 
In fact, in these days of swarming 
applicants no employee i is ever safe 
if he “lets down.” 

Therefore spare no pains to 
please your employer. Let your 
zeal never flag. If he is an appre- 
ciative man you will reap your re- 
ward; if he treats his employees 
as slaves, be on the lookout for a 
better place; but in any case—stick. 
—The Saturday Evening Post, 
May 31. 


—_—__ +o 

It is a mark of enterprise in a mer- 
chant that he has just what is asked 
for. Naturally the goods most frequent- 
ly wanted are those which are adver- 
tised.—Progressive Advertiser. 
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EFFECTIVE. 








TWO EXPERT OPINIONS. 

I am convinced that the best kind of 
advertising this house can put out is 
Ayer’s Almanac. Our edition this year 
will be between 8,000,000 and 10,000,000. 

* * a. 


Next to the almanac our most impor- 
tant advertising is the newspapers. We 
use the country papers extensively, and 
find them very good advertising. Take 
an average country paper with from 
1,200 to 1,500 circulation. Put in a 
four or six inch ad. Have it stand out 
so that every member of the family can’t 
help but sec it. Let that paper go into 
these homes fifty-two times a year at a 
cost of only a few dollars, and how can 
you excel it? We advertise in the met- 
ropolitan papers also; we use nearly all 
of the large ones, but when you put a 
half or a full page in a metropolitan 


paper you are putting too many eggs 
under one hen.—Dr. C. H. Stoweil, 
General Manager and Treasurer of the 
J. C. Ayer Co. 


We prefer the morning papers, and 
seldom use the evening, because it has 
been our experience that the former are 
much more efficient for the sale of books. 
Why? I cannot tell 

* * * 

We believe that the street cars have 
done more to make the Dictionary known 
throughout the country than all other 
advertising mediums combined. That 
sounds remarkable, but it is a fact. We 
have been in fourteen thousand cars 
over two years without a break—in all 


cities and of 
over the land. 
* 


the cars 


of the large 
many small 
* 


cities all 
* 


On the question of postage, through 
an experience extending over years, we 
have come pretty clearly to know what 
is best for ourselves. I notice that a 
majority of advertisers incline to think 
that full letter postage is best. As tor 
us, we have adopted the one-cent plan, 
unsealed envelopes.—R. J. Cuddihy, Ad- 
vertising Manager for Funk & Wag- 
nalls, Publishers of the Standard Dic- 
tionary. 

KEEP RIGHT ON. 

The first few advertisements may not 
bring many inquiries, but, like the foun- 
dations of a building, they are fulfilling 
their purpose, even if they don’t make 
much of a showing. Keep right on 
building. Keep right on advertising. 
Don’t be discouraged because the foun- 
dation doesn’t show up very much com- 
pared with what you expect the ultimate 
result to be. If the advertising is well 
done and in the right medium, you are 
just as sure of having‘a well built busi- 
ness as the builder is sure of having his 
house completed when the necessary ex- 
pense and work are put into it.—West- 
ern Publisher. 


NEVER try-to introduce a new ar- 
ticle with general advertising alone— 
sampling and the distribution of book- 
lets and other printed matter should ac- 
company the general advertising.—The 
Advisor. 
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COMMERCIAL EXPANSION. 

The true pathway of our still greater 
industrial progress, to unbroken national 
prosperity, to the noblest victories of 
peace, is that of commercial expansion, 
by means of reciprocal exchange of pro- 
ducts between this nation and other na- 
tions. 

To sell to others what we can make bet- 
ter and more cheaply than they; to buy 
from others what they can make better 
and more cheaply than we and to ex- 
change products on equal terms—that is 
reciprocity... It is likewise progress, 
prosperity, peace and_ civilization. 
Wiliam F. King, in New York Times. 

cl ~ acd 

Tie dealer and jobber quickly fall in 
line and push the goods that the con- 





Displayed Advertisements, 


Must be handed in one week in advance, 


MAINE. 


[HE Rockland, Me., DAILY STAR is the only 
moos d in Knox County. Advertisers get best 
and quickest results in the daily papers. 


CANADA. 


(CANADIAN ADVERTISING is best done by THE 
\ DESBARATS ADVERTISING AG’Y, Montreal. 














CONSULT 


Soudons Sole 


On British and Foreign Advertising. 





sumers demand.—The Mahin Method. 


I will be sixty-one years old next April, 


and all my life had been a great sufferer 
from dyspepsia and indigestion. Up to 
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St. Bride St., London, Eng. Founded 1853, 








Advertisers and Advertising 
Agencies are invited to send 
for a sample copy of 


CheBarbers’ Journal 


Treating of the Tonsorial Arts. 








three years ago I was sure that nothing 
would help me, as I had tried almost 
every known remedy, none giving me much 
relief, One day my family physician told 
me to try Ripans Tabules, as he had 
found them of great benefit in several 
obstinate cases of indigestion and dyspep- 
sia. I will say candidly that I had little 
faith in them or in any other medicine 
when I began taking the Tabules. Much 
to my surprise, I felt better within a day 
and was soon greatly relieved. I kept 
taking them and continued to improve. 
I{*elt like a new woman, and my neighbors 
and friends saw a great change for the 
better in my health. 


At druggists. 
The Five-Cent packet is enough for an 
ordinary occasion. The family bottle, 
60 cents, contains a supply for a year. 











its kind. 


Handsomely Illustrated 
and Ably Edited. 





Ad 
NEW YORK CITY 





The only publication of 











The publishers guarantee and prove a 
monthly distribution of 10,000 copies to the 
best shops in the country. Every copy 
is read by too or more waiting customers, 
insuring a vast circulation at low cost. 
Adv. rates and discounts on application. 


THE BARBERS’ JOURNAL CO., 
1135 Broadway, New York 
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TRENTON TIMES 


Trenton, New Jersey. 


25 per ct {aaa all other 


Trenton dailies 
Greater / combined. 


Delaw’e River V’l’y 
Covers 70 Suburban Towns 
907% Trenton Homes 
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853, desired. Chester HOME not Street circu- 
= has a population lation. 
of 35,000. The Only one edition daily, 
TIMES has an hence :-— 
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copies. A sworn det nilled cir- reacers. 
culation statement furnished , Circulation Averages 
for the asking. 1899, 1900, 1901, 
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WALLACE & SPROUL, 1902 17 160 
PusLisHERS, sg gy 






















F. R. NORTHRUP, 220 Broadway, 


New York Representative. 


The American Newspaper Directory 
awards the mark ©© for quality 
of circulation. 
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Rapid communication with the country 
purchasers who do all their buying 
through the mails can be made by using 


Popular Fashions 
500, OOO COPIES 


MONTHLY 
Two DOLLARS PER AGATE LINE 


Fashion World& New Styles 
300,000 ufortEs y 


ONE DOLLAR PER AGATE LINE 





Guaranteed Total 800,O0O0 Copies Monthly 





ADDRESS ALL COMMUNICATIONS TO 


POPULAR FASHIONS CO. 


79 Fourth Avenue, New York —T 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars,and any other suggestions for bettering this department. 

















































































































































































































































































The ad reproduced below shows 
how it is often possible to find, in 
the columns of your daily paper, 
some item of local or general news 
of special interast that can be 
turned to account in your advertis- 
ing. 

The item in this ad suited the 
advertiser’s purpose to a “T”; it 
touched a matter of local interest, 
it was timely and had a direct ap- 
plication to the subject of the ad. 

It would have been quite as ef- 
fective for a filter ad or for the 
announcement of a well driller. 





The water from the city 
mains has had a decidedly 
fishy and disagreeable taste 
and odor since yesterday.— 
Evening News, Friday, May 
2 


Users of  Barcla_ water 
never have any such troub'e. 
Whether you buy the Car- 
bonated Barcla (60 cents a 
case) or call for the plain 
water and obtain it as it 
comes from the artesian well 
(which we are glad to give 
to you without cost) on 
our premises, it matters not, 
in either case you'll obtain a 
drinking water that’s always 
just the same--always pure, 
crystal-like and sparkling. 

Barcla bottled soda waters 
are all made from this un- 
surpassed fluid. 





teeeee 


For Oxfords. 


POO Oe SOOO SOOOOS 





Summer Shoes 


Oxfords, of course. And 
two or more pairs, for fre- 
quent changes. The feet are 
responsible for many human 
discomforts, but you are re- 
sponsible for the shoes you 
put on them; and shoes are 
everything—particularly in 
Summer. 

‘he smart looking, com- 
fortable kinds are here in 
most satisfying variety. Here 
are suggestions: 








Soda Water. 





Wouldn't This 
Make You Dry? 


The soda water time Is on 
us. The time when we want 
the bottled beverage on the 
ice in our refrigerators. 

_ The time wien we want 
it to supply the refreshing 
drink. 

Barcla bottled sodas are at 
your beck and call every in- 
stant—we’re always ready to 
fill your order at a moment’s 
notice. 

There’s nothing lke che 
Barcla article, the whole 
town has found that out and 








= governing itself according- 
y- 








Ice Cream. 











Take a Brick 


home with you. We 
have the celebrated New 
England Dairy Ice Cream, 
all flavors, in 40, 25 and roc. 
hricks—delicious, richcreamy 
cream. 


Refrigerators. 











Never Express cut Prices in percentage 
—always show the Old Price and the 
New. Some people can’t figure 


percentage—Others Won't. 








Hammock Time! 


Through a mistake of the 
manufacturers in making a 
double shipment, we are en- 
abled to offer Hammocks at 
25 per cent beiow their seil- 
ing value. Th: prices will 
not allow the stock to remaf1 
on hand very long. Usually 


Lenox Cleanable 


That’s the name of a clean- 
able’ refrigerator that is 
cleanable—cleanable in a bet- 
ter sense—in a more com- 
plete sense than some other 
refrigerators that cost a gooa 
deal more money. 

The Lenox is an Ice saver, 
too, but of the two qualities 
—the cleanable and the ice 
saving—the cleanable is the 
best money saver for you. 

The Lenox is well finished 
—may be placed in the din- 
ing room without discredit 
and it’s especially adapted to 
be used in the cellar or any 
damp place where most of 
the hard wood refrigerators 
would be ruined. 

Prices are lower than 
vou’d expect to find ’em, 








bargains do not go begging. 








| $x to $19. 
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Right on Time. 
| Women’s Silk 
Coats 


Some interesting reduc- 
tions. Silk coats and jackets 
are pre-eminently intended 
for summer wear. Light, 
cool, extremely stylish and 
most comfortatle, they are 
ideal warm-weather wraps. 

We have made two groups 
to-day of the very styles of 
which we have sold hundreds 
of garments this season, and 
priced them thus: 

At $10, worth $12 to 
$16.50. 

At $13.50, worth $18 to 
$20. 

They are of taffeta, peau 
de soie and moire, in Eton 
and blouse effects. 

This is an unusual offer- 
ing to happen so early in the 
season, and one that those 
will be quick to take ad- 
vantage of who want hand- 
some, fashionable coats at a 
sharp saving. 


Stuff to Kill Bugs. 


Big Bugs 


and little bugs, all 
kinds of bugs and _ insects 
that destroy plants and vege- 
tables and bother horses and 
cows can be easily killed 
with a No. 1 or No. 2 insect 
exterminator. 

One man with a No. 2 
Double Tube Exterminator 
can Paris-green and kill ten 
zeres of potato bugs and it 
takes only one tablespoonful 
of Paris-green and tw? 
quarts of water for 2,0v0 
























































hills. The prices are less 
than you’il expect to pay. 
Paris-green, Hellebore, 









Slug Shot, Laurel Green, etc. 








For a Drinking Water. 











Barcla Water 
Never Changes 


Its quality is always just 
the same. 

It may snow and rain and 
the ground may freeze. 

There may be all sorts of 
atmosphere disturbances. 

But Barcla remains un- 
changed, unchangeable. 

From far below the frost 
and freeze comes Barcla. 

Deep down in the earth it 
has its source. 

Try this pure and crystal- 
like artesian well product. 

Plain water free, the car- 
bonated, 60 cents a case. 
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Leaves Littie to be Desired. 











Clothing for Men 


Suits for the unsuited are 
wanted in a jiffy now. Suits 
that satisfy you that wear, 
and hose that . see—suits 
that prove the wearer’s good 
taste; that show his figure 
at its best; suits of refined 
character, splendidly made; 
smart and primp, with a 
shapeliness that stays—such 
is Wanamaker Clothing. 

As to variety; the stocks 
contain everything that the 
correctly dressed man de- 
sires. These few hints: 





Good Because it Tells Definite Kacts 


About a Seasonable Article. 





Awnings 

Awning time is here, now. 
Those fortunate people who 
have their awnings ready, 
are putting them up. ‘The 
sun has an earnestness that 
needs to be discouraged, 1f 
the home is to be comiort- 
able. 

If your awnings are not 
yet ordered, we can help you 
promptly and efficiently. 

We make them with sub- 
stantial frames and the best 
of materials, and put them 
together in eminently ship- 
shape manner. We sare 
equally ready to equip a pri- 
vate house, an apartment 
house, or an office building. 
A postal card will summon 
our man to take measure- 
ments and give estimates for 
awnings or shades. For 1n- 
stance awnings for average- 
size windows, 3 ft. by 6 ft., 
$2.75 eac 





























A Good Restaurant or Hotel ad with a 


Definite Purpose. 


All the Worry 


and weariness and ex- 
pense of the Sunday: dinner 
during the heated season can 
be avoided if you will ac- 
cept our cordial invitation 
and sit at our board. Briil- 
iant china, shining silver and 
snowy linen await the polite 
serving of the choice and 
toothsome viands at our 
special family repast. We 
will reserve a family table 
where you can enjoy all the 
privacy and pleasures of the 
home dinner witholt its an- 
noyance and bother of pre- 
paring. Our superior chef 
has prepared the following 
excellent menu for the com- 
ing Sunday which will be 

served at 50 cents. 
enu. 
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butcher's 


loss is his 
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Here's a grocer who thinks the 
gain and 
promptly proceeds to take advan- 
tage of unusual trade conditions 
in the meat line, thusly: 





Meat Isn’t 


isn’t here, never 
won’t be. Some 

canned meats: 
Smoked beef, 


cents. 
Potted Tongue, 





ware given away. 





is Sort of an 


the Best Results. 


High at Church’s 


It may be elsewhere but ft 
was and 
prices on 


10 and 15 


5 and 9 

cents. 

Lamb Tongue, 1lb., 28 
cents. 

Corned Beet, 1lb., 14 
cents. 

Veal Loaf, tlb., 20 cents. 

Salmon, 10, 15 and 17 
cents. 

Sardines, 5 and 12 cents. 

Clams, 9 cents. 

Clam chowder, 10 cents. 


Handsome decorated china- 





ad Needs Brief De- 
scription and Prices in order to show 





Now You're 
Sitting on the 
Porch You Want 
To Sort Up on 
Porch Furniture 


The first warm days are 
the ones that show up tke 
weak spots in your porch 
furnishings, and then is the 
tinie to repair to the porch 
furniture headquarters and 
stock up—make strong the 
weak points. 

Austin’s is the porch furni- 
ture headquarters, like it’s 
the other kind of furniture 
headquarters, the carpet and 
rug headquarters. You'll 


find mattings, the chairs in 
willow, reed and rattan, the 
settles and _ other porch 


pieces, and then you'll find, 
too, old hickory pieces that’il 














charm you. 









































A Particularly Good Line to Push 


ing the Summer. 


For the Bath 


Tere 2re comforts for the 
bath—brushes, some witii 
long handles that make the 
region between your siould- 
er-blades delightfully access- 
a. bath-mitts, and so on, 

at a most satisfactory 
pol of prices: 














This is Quite Comprehensive. 





Correct Clothing 
For Sultry 
Summer Days 


For brief outings, for 
vacation time, for ordinary 
business wear, for any warm 
weather occasion. Here’s an 
unsurpassed assembly as to 
variety. And in the gather- 
ing of tasteful and absolute- 
ly correct styles we believe 
no other store excels. You 
will see much that is wholly 
new here—you really must 
view the Wanamaker stocks 
to keep informed as to w: 
is approved among the new 
ideas. As to prices: 











Just in Time for “The Fourth.” 








Stylish Hats for 
The Holiday 


We have ready a smart 
collection of all sorts of 
summer dress hats, includ- 
ing light and airy leghorns, 
as well as the darker hatsand 
turbans. The trimmings are 
of excellent quality and the 
style comes om the touch 
of our expert milliners; yet 
= prices are only $5 and 


It is a remarkable collec- 
tion of hats at the prices. 





The Headlines tell the Story. 


Women’s Walking 
Hats at Half 


Prices 


=a trimmed simply— 
a quill, a knot of silk, a 
pompon, or the like—but 
none the less attractive for 
that. Shapes are among the 
most desirable of the season. 

Old prices were $3 tw 
$7.50. 

New prices are $1.50 to 
$3.75. 











Good. 





Dressers 


The problem of furnishing 
a bedroom in a “‘fetching’ 
manner at small cost 1s 
easily solved by a visit to 
our store. Nothing carries 
out the idea more perfectly 
than white enantio’ and 
brass furniture. 
rice $10.50. 
Other styles 


from $7 to 
$70. 
































PRINTERS’ INK. 


—-, 
100 Per Cent Net Profit 


and returns not half in yet. 








HIS is surely an excellent testimonial for any pub- 
lication, but taking into consideration the class 


of business advertised, it is most flattering. Buyers 
of books are the best people in the world for an adver- 
tiser to reach, as they are persistent readers of adver- 
tisements. This is proven by the experience of the 
following advertisers : 





Hotyoxkg, Mass., June 6, 1902. 
THE MAGAZINE OF MYSTERIES, New York. 

I have been using your magazine as an advertising medium for a little over 
two months. and have already received over one hundred per cent net profit on the 
money I have paid you for advertising, and the returns are not half in yet. 

Yours truly, 


(Dictated.) WILLIAM E, TOWNE. 





ALAMEDA, Cal., May 31, 1902. 
THE MAGAZINE OF MYSTERIES. New York City. 
GenTLEMEN: Our ad in your last issue has brought splendid returns, 


* * * Please repeat our ad in your July issue. Very truly yours, 
THOUGHT PUBLISHING CO., 
per M. E, 


The readers of THE MAGAZINE OF MYSTERIES 
are intelligent people of means who are susceptible to argu- 
ment and are willing to investigate and buy any newarticle 
that appeals tothem. Fake or shoddy goods would not 
interest them, but an advertiser having an article of merit 
can bring it to the attention of these readers with large 
profit to himself. They buy everything used in the home. 

We believe that every advertiser who has used our 
paper up to date has tound it profitable. 

Sample copy will be sent on application to any 
interested advertiser. 


THE NEW YORK 
MAGAZINE OF MYSTERIES 


22 North William St., New York City 


The Macumec of Rtees | pays others. 
It will pay YOU. 














+ 


































PRINTERS’ INK, 











N.Y. JEWISH! 
ABEND POST 


Circulation larger than that 
of any other Fewish after- 
noon paper in America. 





Read in every Fewish home 
by the whole family. 

Matchless as a medium of 
advertising among the Few- 


ash people. 


[lighly influential in all 


Fewish circles. 





228 Mapison St., New York 








Telephone: 698 Franklin. ) ) 







































PRINTERS’ INK. 








[Everybody 


LIKES IT. 














The barrel of news ink sent us last month has thus far proved per- 
fectly satisfactory, and is as good as ink we were paying 6c. and 7c. a 
pound for. It goes as far, pound for pound, as other inks we have been 
using. “ REPORTER,” Wellsville, N. Y. 


Your news ink knocked the life out of what I have been paying 10 
cents a pound for. P. C. STOCKHAUSEN, Philadelphia, Pa. 


Our present supply, purchased from you, is about out, and we 
want 250 lbs. more same as last. 


“ DISPATCH,” Michigan City, Ind. 


Your news ink is perfectly satisfactory. 
“SENTINEL,” Amsterdam, N. Y. 


I have used several different kinds of news ink, but none ever gave 
the satisfaction that yours does. “ TIMES,” Boonsboro, Md. 


Your news ink is entirely satisfactory, and we desire that you make 


a record of the formula so that it can be duplicated. 
“ TIMES,” Port Huron, Mich. 





PLPLLSSIS SSS PPS 





yay 





Mr. Jay E. Klock, Publisher of the Kingston, N. Y., 
Freeman, wrote a very interesting article for News- 
paperdom on Space Trading. Among the articles 
mentioned was “Ink,” and although he admitted that the 
material furnished was of good —_ , the price charged 
was very much higher than could be intel for cash, and 
the deal really amounted to a cut in advertising rates. He 
further sta’ that the scheme creates a middleman where 
none is needed, and hurts the personal relations between 
the supply house and the publisher. When I first started 
in the ink business, it was a common occurrence for a pub- 
lisher to send me a bill showing where he was charged 
$6.25 for a 25lb. keg of news ink for which I charged $1.50. 
Of course he paid the other fellow in advertising space 
while I had to get real money, and in advance. My prices 
and terms are alike to all. I employ noagents. I have no 
middlemen. When a apap is not satisfied with my 
goods, I don’t try to jolly him into keepingthem. I refund 
his money and pay all charges for transportation. My 
news ink is sold as follows: 
25 - 
50 7) 7) o 
100 “ . hd oe 





pound kegs, 


250 oe 2) 

500 “ 7) 

My job inks are the finest ever produced by the art of 
man. They are put up in cansor tubes from a !41b. upwards. 





Send for a copy of my price list. Address 


PRINTERS INK JONSON, 


17 Spruce Street, New York. 
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PRINTERS’ INK. 
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The Philadelphia 


INQUIRER 


draws attention to its undisputed lead in 


advertising over all other Philadelphia 


newspapers, because this shows that the 
advertisers know that the people go hand 
in hand with the INQUIRER 

The following table is therefore sub- 


mitted. 


ADVERTISING 


showing the number of columns printed in each Philadel 
phia newspaper during the month of May, all being com- 
puted at the uniform measure of fourteen agate lines to the 
inch and 300 lines to the column: 


1902 1901 


INQUIRER, . . 2309 cols. 2265 cols. 
Mecord, . . ..". 1905 “ 1762 “ 
ammem, sts — 724 “ 
Pe 1617 “ 1546 “ 
LOGS, . <a.3 1282 “ 1330 “ 
N. American,. . ——.~ 1030* “ 


*No Sunday paper issued last year, 


The INQUIRER’S Growth is Steady 
It is because the people rely on the INQUIRER and because 


The INQUIRER is the PEOPLE’S paper 











THE PHILADELPHIA INQUIRER, 


1109 MARKET STREET, PHILADELPHIA. 
New York Office, Tribune Bldg. Chicago Office, Stock Exchange Bldg. 

















